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The Biggest 


trongest Tive 
you have ever 


| Ram \))) sold- 
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Rak > 
A TIRE FOR 


those who know the 
wisdom of buying first for 
quality and second for price. 


Let your customers take just one 
look at the new Richland Duplex. The 
rugged goodness so evident on the outside 
is a real assurance of the quality that’s within. 


Nearly twice as much new, live rubber in the deep 
cut tread. Nearly twice as much cushioning between the plies 
of extra heavy cord. Double-cushion breaker strip. Sturdy 
side-walls that let you take curves at high speeds. Engineered, 
designed and built throughout to give double the service, double 
the wear, double the satisfaction. 

You have never sold a tire so nearly puncture-proof, so well 
protected against blowouts, and other road hazards—a tire so 
certain to deliver to your customers more than they have ever 
learned to expect. 

You will not sell this amazing new tire to all your customers 
because it costs more. But those who do buy the Richland 
Duplex Service will be your friends for life. 


THE RICHLAND RUBBER CoO. : Mansfield, Ohio 
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Plan Your Christmas Campaign Cdith Chis 4 
& 


@ HE the merchants of the world ever 

ail to reflect the Christmas spirit through their 
stores, thai pear the children of the world will 
face the bleakest Ohristmas they have ever known 


-lLiew § Soule 
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A dequate Display Brings P 


off to school and leave the younger 
brothers and sisters without the play- 
mates they have enjoyed all summer, until Christmas 
day, the biggest toy season of the entire year is on and 
every toy store or store with a toy department is making 
a magnificent effort to have the finest window displays, 
the most attractive arrangement in the stores, the most 
enticing array of toys, games, books, dolls, wheel goods ; 
the most alluring prices and most lovable Santa Claus. 
One large hardware department store in Kansas City, 
which is famous for its toys, believes that the most 
efficacious way to get the toy trade is to give the toys all 
possible prominence as the holiday season draws near. 
Every unseasonable item of merchandise in the store 
takes a back seat; all are pushed out of the foreground 
and toys of every description are brought to the front. 
The vast interior of the store with its myriads of tiny 


| “ROM the time the older youngsters start 


By Lucile MacNaughton 


red and green lights shining through festoons of gold 
and silver tinsel and twisted tendrils of red and green 
crepe paper takes on a holiday air that is most en 
trancing. 

Flat top counters are arranged at the left of the front 
door for the display of electric trains and these are in 
charge of a man who is as interested in making the 


is required, as the sales on these toys quickly run 
money and the man here must know a little bit about 
electricity, how to run the trains, to demonstrate and sel 

Tracks are laid on the open top table in circles and 
figure eights ; and the switches, tunnels, engines, coaches. 
etc., are all arranged just as they would be in th 
children’s own play room at home. 





window display by Milton J. Mabie, of the Mabie-Lowrie Hardware Co., Roswell, New Mexico, is modern to the last item 
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(here is a good display of en- 
gines and motors here also. The 
switches are placed so that a 
traili Or a motor may be set in 
motion at a moment’s notice. 

\t the counter next to this are 
shown the motion pictures ; for if 
there is anything that intrigues 
the young boy it is motion pic- 
tures. A number of machines 
must be kept on display in the 
different sizes, for some will 
want expensive machines and 
some will be able to buy only the 
smallest and, therefore, the 
cheapest. All of the salesmen in 
this department must know how 
to run the films through and put 
on a show, for pictures thrown 
on the screen now and then when 
the salesmen are not too busy are 

rood advertisement and attract 

rable attention. 

[‘lectrical toys of 
all kinds will be in 
great demand for 
the boys, as they 
love toys they can 
put in motion. 

The girls will 
want electrical toys, 


CLEVERLY 6 ar- 
ranged window, 
lined with brick 
paper, and showing a 
wide variety of toys 
Y was used by Sprecher 


} 


too, but they want sewing “—>—7 and Ganss, Lancaster, Pa. 


machines—just like mother’s 





The right front of 


counters in stairstep a 


1 


are covered with the re 


suggests the holiday 


ical and pull toys 


and electric toy ranges and washing machines and mechanical 


little electric irons. 
these, especially at the holiday time. 


There is always a big demand for  gines, 





i : 
hook 


penter’s tool 
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LARGE section of 
ii the sales floor of 
the Palace Hardware 
Co., Erie, Pa., is given 
over to the display of 
toys and related Christ- 

mas merchandise 
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Dealers Who Do Not Have a Regular Gift Department Can Secure Many 
Added Profits in the Christmas Season by Arranging a Temporary Gift 


The John H. Kongs 


Department. 


Store Successfully Sells Giftswares 


Under Such a Plan. 


h Hl. GIFT department of 

*3 the retail hardware store 

should receive special 

‘S41 attention when plans are 

{1 made for serving the 

* Christmas trade. This 

department will be one 

of the most popular in 

the store and if a little effort is expended 

to make a holiday background for the 

giftwares, the items will practically sell 

themselves. Use Christmas wreaths, tinsel, 

holiday crepe paper and gift cards to in- 

crease the sales appeal of the merchandise 

in the store. Prepare a special Christmas 

window display if possible. Dealers who 

do not operate a year-round gift depart- 

ment, can secure many added profits in 

the Christmas season by having a tem- 

porary gift department during the pre- 
holiday season. 

Among the items which could be used to start this 
department at Christmas time are—porcelain salt and 
pepper shakers, alarm clocks, ash trays, good quality 
china and glass table ware, vases, flower bowls, nut 
crackers and possibly some electrical appliances and 
high grade cutlery items. Many items can be taken from 
the regular stock in order to start the department. A 


W. H. 


Display manager John H. Kongs 
Hardware, Seneca, Kan. 


limited stock of book ends, fancy glas: 
ware and other special gift items can 
secured without a large investment. 

When possible, it is advisable to have 
woman in charge of giftwares. Wome 
customers constitute the majority of 
chasers of giftwares and a woman 
charge of this counter will invariably 
successful in making suggestions 
closing sales. Then, too, gift merchan 
embodies a considerable style element 
a woman is in closer touch with the tret 
of popular fancy, than is a man. 

The segregation of these items int 
Christmas gift department has bee: 
complished very successfully by the | 
H. Kongs hardware store in Seneca, Kan. 
The giftwares in the Kongs’ store are 
shown on display tables in the center of 
the store. The merchandise is pleasingly 
arranged and is well set off through the 
use of various colored crepe papers. This interior dis- 
play and the window displays are arranged by W. H. 
Paul, display manager of the store. 

Mr. Paul is very talented with the use of crep¢ 
and his displays have attracted favorable comment 
displaying of merchandise is a valuable sales sti 
for the Kongs store, which serves Seneca’s pop' 


ac- 
yhn 


PAUL 


paper 

The 
ilator 
ation 
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( N the opposite page 

is shown the 
Kongs’ gift department 
during the pre-holiday 
buying season. Another 
view of the same depart- 
ment is shown at the 
right. Below is a Christ- 
mas window display, 
shown last year by the 
John H. Kongs hard- 


ware store. 





; 


of 2000 as well as the cattle and corn raisers who come 
to Seneca from twenty miles around to secure their 
hardware and kindred merchandise. 

Many cutlery items can be grouped in this gift depart- 
ment. Recently, Mr. Paul arranged a very appealing 
razor window display and also planned an interior razor 
display. Within a comparatively short space of time, 
more than forty-five razors had been sold! 


W H. PAUL, the dis- 

* play manager in the 
Kongs’ store is very skilled 
in the use of crepe paper 
for making effective win- 
dow displays. One of his 
recent arrangements is 
shown on the right, another 
above. The average cost 
for the crepe paper when 
making these displays was 
about $2.00 per window. 











HARDWARE AGE for 





NOVEMBER 29, 1928 


For years I have noticed that the Christmas buying 
season starts immediately after Thanksgiving. So, to 
gain the “lion’s share” of this holiday business plans 
should be made for the window and interior dis- 

plays to be shown commencing the first week in 
December. Linking up with these, the 


~ 
store’s advertising should carry the an- 
nouncement of the toyland and gift sec- 
’ tions, offering the latest commodities suit- 


comes but once 
a Dear 


The big merchandising event of the 

year is at hand, and the hardware store 

has the goods that lend themselves ad- 
mirably to Christmas gift selling. 


By NAT WYLIE 


Steel Hardware Co., Wichita, 
Kan. 


HETHER the hardware dealer will look around 
his store on Christmas Eve, rub his hands with 


satisfaction and wish his employees a cheerful 
“Merry Christmas,” and mean it, depends solely upon 
the preparation he makes during the preceding weeks. 

The thought and effort he puts forth from now on 
may determine whether Christmas will be a pleasant and 
profitable one or whether it will be clouded with reflec- 
tions and “‘post mortems”’ of business opportunities lost 
because of lack of sufficient preparations. 

Needless to say, Christmas is hailed as the biggest 
merchandising event of the year and is anticipated in 
more ways than one. Children, parents, young and old 
alike, look forward to this Yuletide season as a time of 
good cheer—of Santa Claus—of gift giving and of 
happy reunions of families. 


able for Santa Claus. 


“Realizing These Facts” 


Christmas is without doubt the gré 

merchandising season of the year and a 

| great portion of this is the children’s sea- 
son. What other class of retail merchant 
(except, perhaps, the department stor: 
has to offer such an array of merchandise 
as that of the HARDWARE STORE, 
with its line of children’s wheel toys, dolls, 
silverware, china and glassware, novelties, 
cutlery, sporting goods, etc. ? 


Window Display an Important Fac 


At this season of old “Saint Nicholas 
window displays should really shout with 
“Cheery Christmas Spirit” atmosphere 
in other words, the coming of the joyful season. 
Parents take their children for miles to see the 
displays of toys that Santa Claus brings, so is it 
reasonable that displays should be made attractive, com 
pelling and cheery for this period? Unlimited are th 
ideas suitable for window displays that will attract cus 
tomers to the HARDWARE STORE, and its windows 
should not vary in decorative qualities from that of a1 
other store at this holiday season. 
Every display man has his own ideas of fixing 
Christmas windows, so I do not wish to enter into t 
subject. 


“Catch the Attention of Young and Old” 


However gorgeous or simple the displays may be, an 
attempt should be made to attract young and old alike 
There's a little “childhood” in all of us at the Yuletide 
season. 

I have planned for several years not to confuse the 
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The window displays of Christmas merchandise on these pages are from Steel 
They are examples of windows that are highly effective in pulling 


Wylie, the author of this article is display manager. 
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Hardware Co., Wichita, Kansas, where Nat 


power and are arranged to show a large number of items without overcrowding 


window displays. That is, I give an entire window to 
TOYS, a window for SILVERWARE, one for HOL- 


LOW NICKEL WARES and kindred lines, another 
for CHINA, GLASSWARE and NOVELTIES; and, 
as a rule, a display of SPORTING GOODS. This, of 
course, is often not permissible, due to lack of window 
space in the average hardware store. Unit displays may 
be used with equally as good results, allowing the av- 
erage dealer to show a variety of Christmas merchandise 
in a limited space and the adage of the poet is never 
more true than at the Christmas season, “Variety is 
the spice of life.” The hardware display man can ar- 
range very attractive and sales compelling windows in 
this fashion of presentation. 

Window shoppers search eagerly looking for some- 


thing appropriate—something different 
something that will bring joy to the 

of the recipient. It is, therefore, 

idea to change the items on display—not 
entirely everything, but as a 
shopper may not see on display today a 
suitable gift the same person may be made 
customer tomorrow, through the 
items you have changed in the display 


window 


a sold 


Should ¢ 
Christmas Spirit” 


ee ‘ 
( oiorTs 
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Spec 


HERE are many items of practical hardware 
which will be very practical as Christmas gifts. 
These may be classified into separate groups or 
departments. Each department will present special an- 
gles worthy of special merchandising effort. This issue 
is devoted to ideas which will help hardware dealers 
“cash in” on the Christmas season. 
A general holiday sales campaign embracing a number 
of lines, should be the first move. This means newspaper 


Here are two letters used suc- 
cessfully by Coombs & Oliver, 
Oyster Bay, N. Y 


vested “Gifts of Utility” 





An Eectrk Washer 


A Hoover or Universal Vacuum Cleaner 
A Set of Pyre a th delight “Her 
An lech Mester To her warm these chilly 


An Edecteic Percotet 


site Stat Kes on ort. ne Carson 
n are gong wild ove 

A Bieselt an 

Aa! Auyetane Fer Lamp—Thet will brighten the home cad what brightens the home brightens 


A Set of We cart ver Mantnat. or (its Witte Unsmeied War, A Serdincer, A Gath Brash—Troly 


0 Drspatcher to Railroad 


Ibe 

momerows Toys, A Placasighe, Aon “ter, “Seo 
Coaster Wagon, A Flexible Flyer, A Pocket Knife Thin 

Doping for 








For Simer or “Some One Else's Sister 
A Rowdee Lame, 5 An 0 Geek t Carling Iron, or seme of the gifts euggested for Mother—Cilts that will 


A Razor Set, A ) Waterart soitton wreak A A be irwin Wits, A Deaton Sow A Millers Fale Bras, 
mething any haody ma op 

An Ew tension Light For working around the garage 

A Universal Vecumm Sette A grit that will certasnly be 

A Motor W atch # 

A Pale ot Roller Skates or Ice Skates, A Set of Aluminum. 


*, Edison Mazda Lamps, and 


Oyster Bay, N. Y. 


jal Letterheads and Gift 


advertising. Special circular letters. Holiday trims for 
displays. You must first create the Christmas atmos- 
phere. 

Coombs & Oliver, Oyster Bay, N. Y., have special 
holly border letterheads printed up each year. During 
the entire month of December these decorative letter- 
heads are usd for all correspondence. A general Christ 
mas sales letter is sent out to 1500 residents of this Long 
Island town. With each letter goes a pamphlet with a 
similar holly border. The letter lined up 100 or more 
gifts suitable for the holiday season. 


They Increase Their Business 


The letter offers the assistance of this hardware store 
in the selection of practical hardware gifts. The circular 
gives specific items suited for the father, mother, sister 
and brother. Prices are given. Brief and snappy ce- 
scriptions were given with each item. The use of red 
and green ink coupled up splendidly with the holly | 
der. The “Gifts of Utility” cuts carried out that sple: 
did sales thought “Gifts of Utility, Hardware.” 

It is no wonder that the Coombs & Oliver hardware 
store increases its holiday business each year. The en- 
tire store is given over to displays of merchandise suit 
able for gifts. The store interior was decorated in true 
Christmas style. This store sold first the idea of buying 
Christmas presents in the hardware store and then 
about to work on each specific line. Your printer 
stationery supply house will quickly provide any desiré 
quantity of special 
Christmas letter- 
heads. Use them 
throughout Decem- 
ber. Get out a spe- 
cial letter, such as 
the one shown, and 
be prepared to set 
in motion a real 
campaign for busi- 
ness on_ holiday 
goods. 

Gift booklets 
which are really 
holiday catalogs do 
a double duty. They 
inspire mail and 
phone orders and 
help the people who 
are thus attracted 
to your store make 
at least partial se- 
lections before they 
come downtown. Be 
sure to illustrate 
such booklets and 
include a value cre- 
ating description as 
well as the price on 
each item. Ham- 
macher, Schlem- 
mer & Co., large 


perma 9984 me 
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ts in Your Christmas Cam 


Three Methods of Focusing Attention Upon Your Store for the Christmas 
Season. Letters, Gift Books and Catalogs a Great Aid in the Selection of 
Gifts. Many People Phone, Write or Call for Books and Items Advertised. 
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New York City hardware dealers, issue an = ti aeggeeseeeeeeee” & | 
annual book entitled “Gifts of Genuine £ECEEEEES OO AINS! ‘ur 8 | 
Utility.” This is a very unusual book and LECT RI ane 


of such a character that it would do full 
justice to a jewelry house. In this book 
regular hardware and special lines show 
to great advantage. Descriptions are 
brief and value creating with prices given. 
On the top of each page is the informa- 
tion “Gifts from Hammacher, Schlemmer 
& Co.” The goods shown embrace a wide 
assortment and include andiron hardware, 
wrought iron hardware specialties, silver- 
ware, pocket and other cutlery tools, tool 
kits, bridge sets and picnic kits. These 
books are sent to those on the mailing list 
af.the house and are advertised in the 
daily papers. The book is offered to the 
public as an aid in the selection of gifts, 
and is advertised as such in the papers. 
Many people phone, write and call for 
these books, and sales of items illustrated 
¢ prove that the idea is a good one. 
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The Brown-Rogers-Dixson Catalog 






Another attractive Christmas gift cata- 
log of a somewhat different 
type is published annually 
by Brown-Rogers-Dixson Co., 
who operate an immense, 
beautiful and practical hard- 
ware department store at Win- 
ston-Salem, N. C. Printed in 
red and green and decorated 
throughout with holly designs 
and other symbols of the sea- 
son, this book helps make gift 
business for the firm. Lines 
shown include radio, all kinds 
of cutlery, silverware, shaving 
equipment, sporting goods, 
clocks, toys, tools, tool kits, 
auto accessories, juvenile ve- 
hicles, electrical appliances, 
china ware and andiron hard- 
ware, 

Sample pages from both of 
these catalogs are shown for 
your guidance. 
























design and constructions 
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A few representative pages from 
the Christmas catalog of Brown- 
Rogers-Dixson, Winston-Salem, 
N. C. On the opposite page the 
gift catalog of Hammacher, 
Schlemmer & Co. is pictured. 
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Lacquer and Unfinished Furniture 
are Santa Lures to Paint Counter 


Besides Creating Business for Holiday Period, the Holiday Effort Leads 
to All Year Appreciation of Your Paint Line 


cards in the game of winning holiday business for 

the hardware store. Before these two items of 
merchandise gained some of their present popularity, 
there was a disposition on the part of many merchants 
to neglect featuring paint during the holiday season. 

Now in many stores, the paint department is used as 
the opening wedge for the holiday business. It is the 
lure that is held out early in the season to attract visitors 
who have in mind gifts that convey something more than 
good wishes and a purchase price—gifts that carry to 
the friends or relative a part of the personality of the 
giver. 

Such gifts, of necessity, must be decided upon earlier 
than the gift that is merely purchased, so people respond 
early. The selection and development of such gifts are 
the basis of a most substantial “shop early” campaign. 

The first step in a Christmas sales effort is, of course, 
a window display. Lacquers should feature this display, 
as this is the paint that is being used for decoration of 
gifts and for such home redecorating that is done for 
the holiday season. 

Many merchants are supporting the window display 
of holiday paints with demonstration classes, usually 
conducted by some member of the store staff who has 
become especially interested in lacquer and the effects 


ear and unfinished furniture are two trump 


sg easily obtained by its use. We have in mind an uy 
state hardware merchant who employs the wife of h 
paint manager to lead these classes. This merchant does 
a jobbing business for a paint line in his immediate 
territory and he has found it profitable to employ this 
young woman 20 weeks a year to assist the merchants in 
the small towns as well as in his own store. Her decora- 
tion of small articles is so good that the manager of the 
store keeps several of them on his desk at all times 
The classes are organized as soon after Thanksg 
as possible by means of announcements in window 
plays, by local newspaper advertising and by invitations 
sent to your mailing list. Often it is a good plan to 
invite clubs or church societies as a body. The social 
side of such affairs is important and when a gathering ot 
agreeable people are assembled, they have quite a good 
time and their reports to friends draw other wome: 
Reilly Bros. & Raub, Inc., of Lancaster, Pa., 
such a class last year. The results were extremely » 
factory. U. Grant Ban of that firm writes that this 
pany is now “selling lacquer not only for Christmas 
hut for interior decorating of homes, for repainting 
room suites and other furniture.” 
The class in painting Christmas novelties is 
credit for much of the expansion of the lacquer tra 
There is one decided all year advantage in conducting 


1S 


eld 
tis- 
m- 
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HESE two demonstra- 

tion classes brought 

substantial trade re- 
sults. The photograph on 
the opposite page was taken 
in the store of Reilly Bros. 
& Raub, Lancaster, Pa., and 
shows a considerable amount 
of suitable merchandise on 
display. The photograph at 
the right is of a class in 
Maas Bros. store in Tampa, 
Fla.. shows a more formal 

class idea 


such a holiday class, in that it interests members of the 
store’s selling staff in the work and they become more 
expert sales people. 

In organizing such classes, the plan followed by those 
who have obtained best trade results is to invite people 
to bring with them small articles they wish to paint and 
to advertise that they will have to pay only the cost of the 
paint, that instruction will be free. Floor space for a 
dozen or more persons should be provided. Tables and 
chairs and paint literature should be provided. A con- 
siderable display of articles suitable for painting should 
be placed where the class will certainly see them. 

A demonstrator is not difficult to obtain. The chief 
requirement is a sense of color and a willingness to fol- 
low printed instruction. In some stores where no mem- 
ber of the staff felt equal to the task, high school girls 
have been employed and after two or three days prac- 
tice, they have conducted the classes nicely and intelli- 
gently. This presumes that some practical paint man 
helps them prepare for reading the instruction books and 
iio stays around to talk about brushes and the like. 

G. M. Spacht, manager of the General Retail Sales 
Department of the Sherwin-Williams Co. branch at 
Dallas, Tex., sponsored the show window display shown. 
This window brought most satisfactory results for the 
Christmas trade and Mr. Spacht closely checked up the 
results with a view of doing better another year ; also to 
gain such information as would be of value to dealers 


Christmas decorations are freely used in this window display arranged for the Dallas branch of a paint company. 


window brought good results. 


You will note, of course, 


handling this line of paints. 
Spacht writes 


that the display is devoted to lacquer. Mr 
of this display: 
“Christmas display 
after Thanksgiving. This gives to the 
attracted by it time to think over the 
the store has an opportunity to draw trade from it 
‘The best response will be during the first two wee 
December. The third week will not be so 
‘The paint purchased will be used for many | 
for home made gifts, for renovating and redecorating 
toys for the kiddies as well as for decorating the home 
for Christmas season. Most purchases are made for the 
painting of unfinished furniture, bric-a-brac, and small 
articles which can be made up into nice i 
Mr. Spacht’s experience shows clearly that the 
and paint business for the holidays comes early 
taper off as the climax of the Christmas season comes, 
so that extra help space required for a proper 
tion of the holiday paint effort can be shifted at the 
right time to help with the other Christmas 
The results of the holiday effort shoul 
judged entirely by the immediate results. 
of building for the future in such a dem 
especially features the paint uses that are making for an 
all year activity in the alia department. Also it brings 
into the paint ang nologies many new people _and these 
people wil learn much about your store 
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windows should go in the week 
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Photo by Sherwin-Williams Co. 
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Utilize the Basement: 





BRILLIAN T lighting and Christ. 
mas decoration will help make 
your basement salesroom a profit. 
able department, and will educat 
your customers to its use through. 
out the year. 
An inviting approach is a most im. 
portant factor in attracting atten. 
tion to this department of the hard. 
ware store. 












HRISTMAS selling opportuni- 
ties emphasize the realization 
that the hardware merchant's 


basic problem is not buying or selling. 
It is the finding of an efficient method 
of getting people into his store to 
buy and be sold—to get them in the 
store where displays will create second 
Holiday shoppers as a group 
are largely display buyers. Few have 
any definite shopping plans. They 
plan toys for the kiddies, sporting 
goods for young men and women and 
in a vague way something equally as 
useful to grown up relatives and 
friends. Their plans if any center 
more largely on where they will shop 
and when. 

Most people shop late and hurriedly 
and will naturally turn to the store 
with a reasonable assortment of suit- 
able items displayed accessibly and 
priced visibly. 

To focus the holiday buyers on your store a definite 


sales. 






These photos show the attractive way in which the basement of the Conrad 
Hardware Co., Lexington, N. C., was arranged for Christmas selling 


the store which fairly shouts “Merry Christmas” and 
“Gifts of Utility.” Such a store becéines, shortly after 





advertising plan must have been used. These buyers 
must be aware of your efforts to cater to holiday needs. 
Your windows for recent weeks must have held forth 
alluring merchandise suitable for both sexes and all 
ages. Elsewhere in this issue are ideas on window dis; 
plays and newspaper advertising. We must assume 


you have adequately advertised yourself and that you 
are continuing to do so. 

The store which reaps the largest Christmas reward 
is the one which is completely attired on holiday garb 


Thanksgiving, a regular Christmas bazaar with a toyland, 
perhaps a live Santa Claus and fairly breathes the holi- 
day gift spirit. 

Many dealers use their main sales floor and augment 
this with a basement bazaar or a second floor bazaar. 
The basement idea looks particularly good tozus. ‘Down- 
stairs there will be less confusion usually mate time to 
roam about and no diverting influences, to detract the 
prospect’s attention from the all-important job of sclect- 
ing useful Christmas gifts. 








us a Holiday Bazaar 














Probably because people are naturally lazy, it is 
easier to lure them to basement salesroom than it is 
to attract the same people upstairs even with an eleva- 
tor, there is less resistance to the “Visit our basement”’ 
appeal. 

A notable example of the basement holiday bazaar is 
that of the Conrad Hardware Co., Lexington, N. C., 
which, for almost two months prior to Dec. 25, bubbles 
over with Christmas gift merchandise, attractively dis- 
played and visibly priced. This idea has been so suc- 
cessful that the basement is practically a permanent gift 
shop and in 1927 had a holiday sales volume exceeding 
$10,000. Two girls handle the bulk of this business, 
keep the stock dusted and neat. 

People stroll about this department steadily all day. 
The girls are handy, and are quick in attention if need- 
ed, but they do not annoy those who are obviously just 
looking around. These folks are often the largest buy- 
ers because they sell themselves more because of the 
leisurely way in which they inspect the stock. 

Holly wrapping paper and colored twine are used to 
wrap packages in this section during the November- 
December period. The girls carefully trained by man- 
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ager R. W. Martin give this department a real personal 
touch. They know many of the customers and have been 
generally recognized as an important factor in helping 
many people select gifts. This particular service is 
one requiring tact and intelligent selling. You must 
not make the prices too high or too low and in many 
cases a direct question on the subject of price might 
be considered offensive to the prospect. Without actu- 
ally stalling it is well to spar around asking tl 
the person to be favored. Ask something about that 
person’s likes and dislikes. Usually the prospect men- 
tions a price limit. The naming of price limit is not 
necessarily final but caution must be exercised in rais- 
ing the amount. : 

Selling gifts is often unlike selling tools and other 
lines where the best should be urged. In the gift season 
budgets must be observed, and any flexibility must be 
discretely arranged by the salesperson, or the prospect 
may get scared and leave without making a purchase. 

The dealer who sincerely strives to live up to his 
obligation as a merchant will have a natural sympathetic 
interest in the requirements of customers and will find 
the holiday buyer most appreciative of such efforts. 

The girls in the Conrad Hardware Co. basement 
often know the person who is to receive the gift and 
in such cases render an unusual service in making 
worth while suggestions. Such a situation is possibly 
too idealistic to be typical but is a good star to shoot 
at in selling Christmas gift wares. 


ie age of 


The photo at the left shows the 
entrance stairway to the basement 
of the Conrad Hardware Co., Lex- 
ington, N. C. <A _ bright colored 
show card of generous proportions 
calls attention to the department 


The neatly arranged basement 

salesroom shown below is that of 

Past N. R. H. A. President R. J. 
Atkinson, Brooklyn, N. Y. 











F all the types and alphabets 
used in show card writing 
none can be compared with 
this modern “Old English Stub” for 
Christmas and Holiday show cards. 
The alphabet shown here was 
designed by the writer ex- 
pressly for the readers of 
HARDWARE AGE, 

Notwithstanding it being a 
mongrel extraction of the pure 
Qld English alphabet it is 
very effective and not one-half 
so difficult to execute. 

In learning show card writ- 
ing the beginner should strive 
more for effect than for detail. 
Hand lettering is not, and 
should not, be in the same 
class as press printed or lith- 
ographed show cards. 

The beginner should not be 
afraid of criticism; in many 
cases those who presume to 
criticise your work are either inter- 
ested in you or are jealous of your 
ambition to do things and be dif- 
ferent from other people. 

A Matter of Practice 

It is not necessary that the begin- 
ner should possess artistic ability in 
order to do plain lettering. It is 
simply a matter of PRACTICE 
and determination to accomplish what 
eight out of ten have done with the 
aid of these practical instructions. 

If the reader will study the Old 
English alphabet plate shown here- 
with, he will observe how closely the 
letters resemble one another in both 
the capital and lower case; for in- 
stance, take the capital letters B, R, 
P, and C, G, and T, and E, F, L, 
and W and V. In some instances 
only one or two strokes are necessary 
to change one letter into another. 
One single stroke in the center of the 
capital letter L transforms it into an 
E. One single stroke at the bottom 
of the capital letter O changes that 
letter into a Q. One stroke changes 
the P into an R, and so on. 

The term “SINGLE STROKE” 
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is not intended to convey the impres- 
sion that each letter is formed en- 


tirely with one single stroke, but by 
the fewest possible strokes from a 
brush which is so perfectly con- 





structed that but one application is 
necessary to each individual part of a 
letter. Time was when brushes used 
for all kinds of lettering were so 
poorly constructed that they had to 
be trimmed by hand’and then broken 
in by several months of use before 
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they would make perfect strokes, 
That method was all right for sign 
painters who had to be careful to 
form each letter exactly periect. 
But with show card writers it is al- 
together a different proposi- 
tion. The one idea in show 
card writing is to get an effect 
and the single stroke letter is 
just as effective at a distance 
as the scientifically built up let- 
ter by a series of little strokes 
In learning show card writ- 
ing those who hesitate «are 
lost. It is a difficult propo- 
sition to make any kind of 
headway by a series of short, 
stubby little strokes 
boldly—Do not stop when in 
the middle of a horizontal or 
upright stroke. If you break 
a stroke, so to speak, and at- 
tempt to pick it up again, you 
will find it is much more dif- 
ficult to keep it plumb. PRACTICE 
alone will overcome any irregular or 
crooked strokes. 


£0 a 


Smaller Letters for Practice 


In practice work it is better to 
stick to small size letters until correct 
formation and fair speed has been 
acquired. Letters 2 to 4 inches in 
height are about the right size for 
practice work. 

Rest the first joint of the little fin- 
ger on the card and hold the brush 
in just the same position you would 
hold a lead pencil, between the thumb 
and first two fingers, placing them so 
the thumb just touches the meta! fer- 
rule of brush. 

The important things to remember 
are: That the ink or color for brush 
use should be at least twice as thick 
as that used for the pen; also the 
brush should be shaped to a square 
chisel edge, at the same time distrib- 
uting the ink through the hairs cach 
time after it has been dipped in the 
ink bottle. The brush should be 
dipped three-quarters the length of 
the hairs. An upright line should be 
drawn through the dead center 0! 














































The Old Enalisfs 


By JOSEPH BERTRAM JOWITT 
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card; this will help in the laying out 
of lettering to divide the words and 
letters equally. The next step is the 
drawing of the horizontal guide lines, 
the height of each line of letters. 
Before laying out the lettering be sure 
to draw the outside marginal line; 
make this as wide as the lettering 
will permit; for instance, on a one- 
half sheet, which measures 14 x 22 
allow 11% to 2 inches from the outside 
edge of card; remember the wider 
the margin the better effect the card 
will produce. It is a mistake to try 
and feature too many words in large 











yp and Christmas Show 
Stub” Alphabet 


type; small lettering with plenty of 
open space and width between lines 
will present a much better appearance 
and will be easier to read. 


The Use of Color 

The show card writer will readily 
recognize the advantage of using 
color at this season, and when the 
Christmas colors of red and green 
are used in conjunction with this 
style of letter they add greatly to 
their effectiveness. Very high grade 
cards may be produced, however, 
with the use of red and black for the 


HARDWARE AGE for NOVEMBER 20, 1928 41 





ards 


lettering and the addition of gray 
borders. 

The use of tinted card stock is 
sometimes provided the 
proper colors of ink are utilized. 
For instance a light green stock with 
a darker green lettering and possibly 
a sparing touch of red will give an 
effect that is at once attractive and 
different from the regular run of dis 
play cards. 
binations will work out in the other 


advisable, 


The same relative com 
colors. It is not necessary to be tied 
to red and green for Christm: 
though they are usually satisfactory 
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It will be noted here that where the 
descriptive matter is included on a 
card the roman lettering is used, as it 
is necessarily smaller and should be 
kept to a readable style. The Old 
English lends the necessary Christ- 
mas atmosphere and in the larger 
sizes is quite legible. 


Silverware 


Cutlery 


SerChristmas 


OUR years ago D. Cox be- 

came interested in show card 

work and decided to practice on 
simple subjects as suggested in the 
series of show card lessons by Mr. 
Jowitt which appear every other week 
in HARDWARE AGE. It was this 
series which gave him the in- 3) 
terest and the rudimentary tech- 
nique. Today Mr. Cox has a 
collection of show cards which 
would do justice to any profes- 
sional with years of experience. 
He continues to follow the 
Jowitt series and at a recent 
convention of the New York 
state association he gave a talk 


on the subject of this work and 6 
his method of studying Jowitt’s 
series. 

Christmas selling campaigns 


are incomplete without proper 
atmosphere show cards. The 


J. H. Kelly store at Canandi- 
agua, N. Y., where Mr. Cox 
is employed will have some 


dandy cards with magazine cut 
outs, pictures of Santa Claus, ®@ 
etc. 

The card shown at the bot- 
tom of this page was used by 
Mr. Cox last year, in red and 
green as printed. The eight 
black holes indicated by arrows 
were filled with tree light bulbs 
and illuminated in the window. 
Tree lights are active sellers 
during the last half of Decem- 
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As a further suggestion in obtain- 
ing Christmas atmosphere for your 
show cards, we refer the reader to 
the many colored pictures and dec- 
orations that may be pasted up, using 
rubber cement preferably, or if that 
is not available, using ordinary paste 
very carefully, so as not to soil the 
work. It would be a very 
good idea to keep a scrap 
book of these for future 
use on any or all occasions. 

Make a special effort to 
secure the December 
issues of the monthly 
women’s and popular fic- 
tion magazines. In these 
publications you will find 
many suitable Christmas 
illustrations that will add 
to the attractiveness of 
your show cards. 

The scrap book need not 
be an expensive volume. 
It is only needed to keep 


A Show Card Idea for Tree Lights 


ber and should be prominently con- 
sidered in your holiday display plans. 
This card made with red and green 
cardboard is mounted on a wooden 
frame to insure proper rigidity. The 
card measures 131% inches wide and 








DECORATE 
YOUR 


1xmas |\ 
TREE 


WITH AN 


ELECTRIC LIGHTING 
OUTFIT 


















WE HAVE SETS FOR BOTH 


INDOOR AND OUTDOOR USE 


8 Lights for outdoor 
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® card could be used on a 
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the clippings clean and in good con- 
dition. They may be copied or pasted 
upon the show card as needed. 


make ideal 
christmas 
gifts ~ 





22 inches long. The margin on the 
sides and top measures 114 inches and 
is about the same on the bottom be- 
low the lettering. The green card is 
cut out and mounted over the exactly 
as shown. The original agen was 
done entirely in black. We have 
@ copied a part in white to show itt 
more clearly. 

Mr. Cox made special men- 
tion of the lighting sets for in- 
door and outdoor use. The tree 
lights for the interior Christ 
mas tree are becoming more 
generally accepted each year due 
to their practicability, safety and 
attractiveness. 

use are 
just beginning to meet with pop 
ular favor. Shrubbery, trellises, 
balconies and archways, about 
the exterior of residences are 
ideal places for strings of col- 
ored lights. A great field for the 
hardware dealer is developing 
in the growing use of lights to 
decorate the exteriors of resi- 
at the Christmas season 
The card was designed to be 

used in either a window or in- 
terior display. It would be 
equally effective in either loca- 
tion. A card like this could be 
made the central figure in a dis- 
play of tree sets with boxes of 
sets grouped around the lighted 

» card. In an interior disp! ay the 
unter. 
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A simply constructed frame and cover transforms this regular open top display table into a specially useful Christmas merchandise display equipment 


Miller of Clean Converts pen Top Tables 
for Special Christmas Displays 


into special Christmas display fixtures is only one 
small detail in the scheme of things practised by 
Miller Hardware Co., Olean, N. Y., during the holiday 
tush. These two photos tell the entire story eloquently, 


Cin VERTING batteries of open top display tables 


showing the before and after situation clearly. A frame 
made of 2 by 2 in. stock fits snugly into the compart- 
ment top. Four upright supports suspend this frame 
sufficiently above the 
regular merchandise 
to permit a compo 
board top to be placed 
smoothly over the 2 
by 2 frame. On this 
compo board toys, 
electrical appliances, 
sporting goods, vehi- 
cles and in fact almost 
every holiday item 
and regular hardware 
stocks selected for 
holiday concentration 
may be shown in this 
way. In some cases 
the open top com- 
partments are more 
suitable than this flat 


Here the converted display tables are doing their special ay @ during the holiday 
season. When the Christmas rush is over they may quickly be changed back for 
the display of regular stock. 


top. Obviously in such cases, the compartments are 
used “as is.” Many lines, however, are better displayed 
on the raised flat surface. The details as to which is 
better must naturally be decided upon by the dealer, as 
he collates regular stock and special lines for his holi- 
day selling drive. Mr. Coffield, vice-president of the 
firm, is shown in the one photo holding up the compo 
board top, so that you can see the construction of the frame 
of a 2 by 2 in. stock. 
This frame is var- 
nished, and the compo 
board top may be cov- 
ered with holly paper 
or crépe paper in some 
suitable color. With 
some_ merchandise 
clean brown  wrap- 
ping paper will be 
found very effective. 
The use of the col- 
ored paper as a top 
cover must be careful- 
ly studied and exe- 
cuted with due regard 
for the class of mer- 
chandise displayed. 
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oy? TOOLS. feature the 
Red window displays on 
v? this page. Above is the J. H. 
Clark Hardware window, in 
Lake Street, Chicago. Cot- 
ton batting, sprinkled with 
artificial frost, supplied the 
Christmassy touch 


AT. WYLIE, of the 
Steel Hardware Co., 
Wichita, Kan., dressed the 
window shown above. Taste- 
ful,.if sparing decoration and 
good show cards greatly en- 
chanced the display of tools. 
The figures employed lent a 
powerful appeal to the dis- 

play y 


Ie 


ky NS . : ~—— "ANOTHER tastefully decorated 





window is that above. It 
comes from Mohr-Jones Hardware 


’ ; ae. Co., Racine, Wis. It is strictly a 
a 7 7 | Christmas tool window 


a 
Rie 


Electric trains and their equipment 
are included in the window of tools 
at the left, by Jake Ahrmend, of 
James & Hawkins, Jamaica, L. I. 
Such a department has been found 
profitable by many hardware mer- 
chants because it adds an incentive 
to the parent to join the youngster 
in “building things.”’ All of the items 
shown in this window were accom- 
panied by easily visible price tickets, 
and in many cases the merchandise 
was sold by the display before the 
customer entered the store 
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Christmas 
Window 
Suggestions 


GC VINCENT WHITE, of Sum- 
Tener Co., Ltd., Moncton, N. B., 
Canada, obtained a realistic Christ- 
mas setting for his display of 
hardware gift items (photo on 
right). Wads of cotton fastened 
to white threads running from the 
ceiling gave the effect of snow 
flakes. Merchandise appealing to 
all members of the family was 
displayed 


Below is a window of Christmas 
gifts leaning strongly toward 
sporting goods, but with a sug- 
gestion of household items, by the 
Van Daren Hardware Co., Lexing- 
ton, Ky. Two attractive cards 
carry a list of suggestions for 
gifts to dad and brother, mother 
and sister 


YOUR HARD ; 
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DOUGLAS LAW, 
* Springfield, Mass., ar- 
ranged the window above 
— me 5 and displayed merchandise 
ww —_ ed j | calculated to suggest gifts to 
* é tae men. Tools and sporting goods 
took the stage. It was a simply 
constructed window, the holiday 
atmosphere being obtained with 
holly paper as a lining 





oo 


A window display that embraced 
many lines and yet kept an 
orderly and attractive appear- 
ance is that of the Wilson Hard- 
ware Co., Boulder, Col., on the 
left. Very little Christmas dec- 
oration is used but the goods 
presented is all suitable as gifts 
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A WINDOW display by 
the Berkeley Hard- 
_ware Co., Berkeley, Cal., 
which carried a wide 
range of Christmas gift 
suggestions, at the same 
time maintaining an 
orderly and attractive ap- 
pearance. The other 
photos accompanying this 
article are from the John- 
son Hardware Co., Peoria, 
Til. Here again is an 
orderly arrangement of a 

range of merchan- 
dise. The window dis- 
plays are a presentation 
of regular hardware lines 
rather than an elaborate 
Christmas decorative 


Regular Hardware Lines Make Good 
Gift Merchandise 


HEN preparing for the Christmas rush of cus- 

WwW tomers seeking gifts, hardware dealers should 

not forget to feature in their advertising and 

displays the many regular hardware items found in 
practically every dealer’s stock. 

Tools, housefurnishings, cutlery and electrical appli- 

ances make very suitable Christmas gifts, as they are 


practical, useful and have a quality appeal. Featuring 
this merchandise in the pre-holiday season is not diffi- 
cult. Many manufacturers are now providing special 
Christmas wrappings, which add greatly to the Christ- 
mas gift appeal. Special holiday wrapping can be used 
on plain packages. A sprig of holly, a red ribbon and 


an appropriate gift card will “dress up” many items. 
Dealers will find that if they emphasize the utility of 
hardware items, the labor that they save and the qual- 
ity of the merchandise, many very profitable sales will 
be made each day of staple hardware merchandise to 
customers who desire to give their purchases as Christ- 
mas gifts. 

E. E. Johnson of Peoria, IIl., has concentrated his 
holiday sales effort on the items that he regularly car- 
ries in stock. It is his contention that the average 
hardware store has a quantity of merchandise ordinarily 
in stock which adapts itself to exploiting as Christmas 
gifts. He cites as examples skates, hockey sticks, skiis, 
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sleds, golf goods, kitchen ware, tools, small electrical ap- 
pliances and the large house furnishing items. 

Every line which Mr. Johnson carries that has gift 
possibilities is greatly expanded, and the whole store 
is attractively decorated. The merchandise itself dis- 
played is in the brightest of holiday settings. The ad- 
vertising of the store emphasizes the idea of useful 
gifts. ; 

As a result Mr. Johnson’s December business will be 
practically double that of any other month in the year. 
He estimates that 60 per cent of this December busi- 
ness, or about a $10,000 sales volume, can be correctly 
figured as holiday gift sales. 


A Large Holiday Trade in Regular Lines 


The Palace Hardware Co., 581 Market Street, San 
Francisco, Cal., does a large business every year dur- 
ing the Christmas buying period in tools, cutlery and 
electric appliances, three staple hardware items. It fea- 
tures these three lines especially during the pre-holiday 
buying period. It puts them in its window displays, 
advertises them in newspapers, on billboard, on street 
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car signs and in moving picture houses. The Palace 
Hardware Co. is known all over San Francisco and 
vicinity. It has been a landmark for years, and it has 
always sold quality merchandise. 


Concentrate on One or Two Items At a Time 


In most of the advertising it concentrates attention on 
one or two items at a time. For instance, in street car 
advertisements it stated at one time something like this 
“Palace Hardware Co., 581 Market Street. Everything 
in Hardware.” At another time it advertises tools and 
at another cutlery, at another electrical appliances. “One 
thing at a time and that done well.” 

Holiday advertising is devoted to tools, electrical appli- 
ances and cutlery, one line or item at a time. What is 
the result? When a person who has seen the Palace 
Hardware Co. advertisement in the street car for sev- 
eral weeks suddenly decides that he needs a new ham- 
mer, or a new knife, or a percolator, he is likely to 
think of the Palace Hardware Co. It is an association 
of ideas to which he has become accustomed because he 
has often seen it repeated. 
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“Come 
Hither” 
sap these 
Hardware 
Stote 

 Gindows 





ISPLAYS to delight the eye of 

the boys and girls and to attract 
the patronage of the parents are 
these. The pleasing arrangement at 
the top of this page is from the 
Warner Hardware Co., Minneapolis. Play- 
things are preeminent in this display and the 
suggestion of the open fireplace all set for 

Santa Claus is happily placed. 


W. J. Pettee, Oklahoma City, uses a modern 

idea in displaying toys. Here the parade of 

the toy animals is sure to stop any young- 

ster and parent. This organizing the toys 

into a circus or fair is a real idea and is 
well worth the effort 














iene is a simply arranged and effective display 

of small toys by the Ogden Hardware Co., 

Ashland, Ky. Graduated shelves covered with 

Christmas paper offer a means of showing the 

merchandise. This arrangement would accommo- 

date almost any type of toys, large or small, and 
its visibility is good 


Electric trains, steam shovels, dredges and toys of 

that type are displayed in the lower window by 

the Palace Hardware Co., Erie, Pa. (A. Scalise, 

display man). Here the display represents a good 

deal of thought and effort. The result is one that 
is well worth while 

















N exceptionally 
high grade 
window, present- 
ing china and 
glassware, is that 
shown above. It 
comes from Nicho- 
las Hardware, Oak 
Park, Ill. The re- 
production does 
not show the rich 
luster of the mer- 
dise, nor the 
quality of the 
setting 


E. M. Cope Com- 
mercial Co., Red- 
lands, Cal., got a 
lot of Christmas 
feeling into the 
lower display. 
Here odd lines 
found in the hard- 
ware store sug- 
gested excellent 
gift material 
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GPaics of poinsettia and holly set off the window 

of sporting goods, tools and other lines of in- 

terest to those buying gifts for men in the window 

shown in the circle. It was arranged by A. Scalise, of 
the Palace Hardware, Erie, Pa. 


Cutlery, silverware and electrical goods in the Clark- 

Witbeck window from Schenectady, N. Y., was en- 

hanced greatly by the dark velvet drapery and the 
colorful poinsettia 
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Use Newspaper Space to Stimulate Interest in Hardware for Home 


and Personal Gifts. Holiday Customers Valuable Two Ways 


time of year, 


the successful Sponse in gift advertising. There are, of course, scores 


By GUY HUBBART 


ey 


A S at any other This is a list of hardware items that always gets good re- attention its impor- 


tance warrants. 
There is no reason 


hardware advertise- of others just as good but these are typical and are worth why holiday trade 


ment is half looks 


and half ideas. By ‘@peating several times between now and Christmas. 


for all sizes of hard- 
ware stores cannot be 


ae a a lees Cooking Electrical as important as it is 
beauty of display or Alumi Ww to drug stores and 
symmetry of layout. Table Cutlery sn are Percolators department stores. 
What is meant is the Alarm Clocks Enamelware Electric Irons Hardware lines, 
power to catch the Razors Special many of them, are 
eye of customers and Toys Batteries Corn Poppers ideal for the type of 
to hold attention un- e Flashlights Toasters gift known as the 
til interest is aroused. Serving Trays Fireplace Fitti “useful remem- 
~ ; irepiace Fittings Vacuum Cleaners ; 
Buying follows in- | Crockery Gane ; ‘ brance,” the kind 
terest. This is just Chinaware Sporting Goods Washing Machines that is used every 
as true of hardware Glassware Unpainted Furniture Radio day by the recipient 


store advertising as 


and which recalls 


of any other kind of £2£244242424442244424222 22424222 most frequently the 


retail advertising. 

The ad with ideas in it but badly presented is just 
as useless as the fine-looking ad with no idea in it. 

What sells goods, holiday or any time, is values in- 
terestingly presented so the customer can say to himself 
or herself “that is just what I want, I’ll go down to the 
store and look at it.” 

Christmas is the time to strive for extra business and 
extra customers; gift selling is profitable and holiday 
customers, especially new ones, are likely to stick to the 
store and buy throughout the year. This idea is not 
new, but some hardware merchants fail to give it the 
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donor or giver. 

All any store needs in order to get out successful 
holiday advertiing is, (1) a newspaper to advertise in, 
(2) a belief in generous use of space, and (3) copy, 
pictures and goods. The Christmas idea and customers 
will do the rest. 


Begin Now to Advertise 


One or two ads the last week before Dec. 24 will 
not do the trick. One ad a day, or at least every other 
day, should be run wherever daily newspapers are avail- 
able, and larger space once a week where only a weekly 
is available. 

A good slogan or catch phrase 
for every ad from now on is: 
“Buy half your gifts at the 
hardware store,” or some such 
thought. Keep harping on it, 
and it will surely have its ef- 
fect. 

In copy, especially the gen- 
eral writeup at the top of the 
ad, dwell on three thoughts: 

(1) That the ideal home or 
family gift can be found at the 
hardware store. 

(2) That for the money's 
worth nothing can beat the last- 
ing quality and satisfaction of 
something substantial. 

(3) That besides toys, your 
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store carries electrical appli- 
ances and scores of household 














utilities always in the mind of 
the busy hard-working house- 


Idea for double page feature ad one week before Christmas and repeat two days before. wife. 
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to INCREASE Holiday Sales 


Use headlines that will catch the interest of father 
and the grown-up children. 

Some Headline Ideas 

“An electric percolator for mother, good coffee for the 
whole family.” 

Wrap a beautifier or an electric iron in tissue paper 
and put sister’s name on it. She'll say ‘just what I 
wanted. Thank you, Santa Claus.’ ” 

“Is an electric washer or an electric refrigerator a real 
Christmas gift? We'll say it is—either one. Ask 
mother.” 

And so on. These are merely suggestions. The 
point is to put complete ideas into your headlines, 
not just dull statements like “Buy her something 
electric,” or “We sell gifts.” Catch the spirit of 
the gift customers. Make them think of hardware 


as gifts. 
Merchandise the Ads 


Do not depend on general ads with no merchan- 
dise items in them. But put items and prices in 
the space. Pick good ones, and be sure to feature 
three or four ranges of prices per item, if there 
are that many, so people will know you have a 
variety to fit any pocketbook. 

Feature one or two leaders in every ad. That 
is, if you advertise 10 to 20 articles, be sure two of 
them stand out like a sore thumb. Use plenty of 
cuts. Make descriptions brief but use enough words 
to fully describe the values offered. And, if a reg- 
ular schedule is used, use a small space ad, like the 
layout marked No. 1, to feature leaders—items on 
which big holiday demand is high. 

The other layout is a suggestion for a real big 
ad, double page or one full page, in which classes 
of gifts should be featured ; that is, group for chil- 
dren, mother, father, etc. This kind of ad should 
be run once a week before Christmas and repeated 
two days before. Of course, if the store is using 
a good big appropriation, such an ad can profitably 
be run several times between now and Dec. 25. 
Size of space really counts during the holidays, a 
big ad with a big, wide variety of offerings, and is 
worth the money. 

Newspaper advertising is read with care and de- 
liberation by the bulk of a population as holiday 
shopping gets under way. So do not be afraid to 
use some extra space. If items are set in good type, 
carefully laid out and illustrated, they help cus- 
tomers to save time and worry. And the store that 
advertises best will get the jump on its competitors 
along about Dec. 12, the date when everybody be- 
gins to think of finishing up that gift list. 


The Main Thing 

But whatever the amount of space used or the 
frequency of insertion, the main point is this: 
Advertise your goods, not as the goods of a hard- 
ware store, but as Christmas gift goods. Many 
people would just as lief buy the main gift on the 
list from a hardware store as from any other kind 
of store. But not everyone is educated to the 
hardware store as a gift center. Some stores have 





This layout, actual size 2 cols. x 7 inches will hold six items. 
times a week suggestion for the smaller store. 


always featured this point, many never have. But 
with the advent of color in hardware, especially house- 
ware, and the broadening out of stocks, the average hard- 
ware store is becoming a gift store in the full sense 
of the word. 

It remains for the hardware merchant to acquaint 
people with the fact that he is prepared to cater to their 
giftware needs. Newspaper advertising offers the me- 
dium for this education of the public. 


Gifts Appreciated 
for their Usefulness 


The store that caters to the needs of mother 
and friend wife all through the year is the 
logical place to come to select their gifts. 
We offer you hundreds of gift selections— 
gifts which will be appreciated and serve 
their purpose satisfactorily. 


(Items and Prices) (Items and Prices) 


(Items and Prices) 


(Items and Prices) 


(Items and Prices) (Items and Prices) 





Store Nameplate Here 
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oo flashing lights under the tree in Two The lower photograph offers another 
the center of the display attracted the suggestion in Christmas window 
attention and the universal appeal trimming. Here the effect of 


c " ’ 
. the merchandise shown held Christmas snow is obtained with the help 


These _ display rere : . 
a. wae of some twigs and cotton. 


kept before the public r : -are lines 
for several weeks Gindows that Sold “papell 6 alge per 


prior to Christmas. , : in this display 
Sam S. Nave, Huntington, Ind., attracted the attention in this display. 
of children and parents by these attractive displays. While 


very effective, they are by no means difficult to construct. 
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Here are the four Pettee trucks lined up in front of the store before making early morning deliveries. Note the “hop” boys. 
The decorated canopy and exterior of the building carry out the Christmas spirit with trees and lights 
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Deliveries Play Important Part 
in Christmas Selling 


ELIVERIES PLAY an important 

part in making Christmas merchandise 

“stay sold.” Due to hardware sales- 

men’s earnest efforts, many items are 

moved from stock each day. 
The responsibility of getting 
this merchandise into cus- 
tomers’ homes is left entirely 
to the delivery department, 
shipping clerk or whatever 
the case may be. 

If Christmas merchandise 
is delayed in delivery, brought to a customer’s home in 
poor condition, or the customer is annoyed by a delivery 
at a late hour, the good impression which the salesman 
has created will be wiped away by this latter unpleasant 
episode. No merchandise is “sold” until it is safely in 
the customer’s hands, the store has received the pur- 
chase price and complete satisfaction is felt on the part 
of the customer. 

Out in Oklahoma City, Okla., the Christmas merchan- 
dise delivery problem has been very satisfactorily solved 
by W. J. Pettee & Co., a departmentized hardware store 


located in the heart of the city. This concern’s expe- 
rience in deliveries is related by C. Proctor, Jr., of 
Pettee’s, who writes: “We run at all times during the 
Christmas season six delivery cars. Four are our regular 
trucks and two, Ford roadsters, which are used for 
special delivery and other miscellaneous duties. 

“Each truck is manned by a driver and a ‘hop’ boy. 
These boys are secured from the vocational department 
of the local school and are used during the month of De- 
cember to help load the trucks at the store and to deliver 
packages from the truck to the customer’s house. 

“A hop boy is a great help to the driver. When the 
boy is making a delivery the driver can be getting the 
next package ready. In some cases the driver does not 
have to stop at each house on his route as the boy can 
handle two or three packages at one stop. It has been 
found that a truck equipped with a hop boy can save 
about 25 per cent of the time ordinarily taken in cover- 
ing a route. 

“Three of the trucks cover their respective routes four 
times each day. The truck which makes the exclusive 
and distant deliveries makes only two trips a day. All 


(Continued on paae 77) 

































etme 








































__Harpware Ace for NovemBer 29, 1928 __ 








“The Difficulty of the Simple” 


HE hardware clerks have certainly grasped the 
opportunity to write letters. I have received a 
number ot interesting ones. If I should publish al! 

of them in this article it would take up a great deal 

more than my allotted space. 

A number of clerks have written me personal letters 
in which they state that they have sent their regular 
essays to the Harpware Ace. The Committee of 
Awards therefore will come across their papers later. 
At present all of the letters from the clerks are being 
filed as they are received. I have read a number of 
these letters, and I am sure this contest will result in a 
good deal of illumination, especially from the standpoint 


of the retail clerks. 
* * * 


One correspondent writes and asks why I refer to 
retail salesmen as “clerks.” He expressed the opinion 
that they should be called “salesmen.” Possibly this 
correspondent is right in this respect, but suppose we call 
them clerks until they prove themselves to be in the 
salesman class by their articles. 

et Be 


A jobber told me recently that they had a salesman 
who did only fairly well on his territory. However, he 
was a man who had traveled a number of years. He 
resigned and they placed a comparatively inexperienced 
salesman on the territory. They were very much sur- 
prised at the end of the first year when the sales of the 
new salesman in this territory increased 50 per cent as 
compared with the old salesman. 

“How did you accomplish this increase?” inquired the 
president of this jobbing house. “Well, you see,” re- 
plied this new salesman, “the man who formerly cov- 
ered the territory only took orders for the goods they 
were out of. He took orders for goods that were on 
the want list. He would ask, ‘Aren’t you out of this or 
out of that?’ I decided to try another plan. I not only 
took orders for goods that were on the want list, but I 
made it my business to inquire and find out the goods 
on which their stocks were low, even if they were not 
entirely out of the items. This 50 per cent increase in 
business is, in a large measure, due to the fact that I 
watch ‘lows’ as well as ‘outs.’ ” 

It strikes me this is a pretty good selling idea. Goods 
that are “low” today are “out” tomorrow. 

* * * 


One retailer told me that in his paint department he 
did quite a good business in selling painters who paint 
and decorate interiors of old houses. Nothing freshens 
up the inside of an old house like a few coats of paint. 
One day he happened to ask a painter what he did about 
the old knobs and the old escutcheons in these old houses. 
“Well,” replied the painter, “we don’t do anything about 
them. We just leave them as they are.” “But,” said 
the hardware man, “don’t you think a nice newly painted 
door with old knobs and escutcheons doesn’t look so 
nice?” “No,” replied the painter, “they do not.” “Then 
why don’t you buy knobs and escutcheons from me,” 
asked the hardware man, “and when you paint a door 
put on new knobs and escutcheons ?” 

The painter has been trying this out, and as a result 
he has sold a lot of knobs and escutcheons. He does 


By Saunders Norvell 


not sell new locks. It is not even necessary to have the 
keyholes of the escutcheons in the right place for the 
old locks, because the key has been lost, anyhow. 

Now this retail dealer is having a manufacturer put 
up a set of knobs and a pair of ecutcheons in boxes for 
him without locks. He said that he is trying this stunt 
with all of the painters, and it has led to a very large 
sale of knobs and escutcheons. 

Try out this idea on your painter customers. Besides 
that, why shouldn’t a house every now and then have a 
complete new dress in hardware? Why should old hard- 
ware hang on the doors of a house when everything else 
is painted and fixed up spick and span? The trouble 
is that too many people look upon a lock simply as a 
fastening and upon a butt simply as a hinge. They 
should gather the idea that hardware in itself should be 
a thing of beauty, and, as the poet sings, “A thing of 
beauty is a joy forever.” 

My stenographer at this point wants to know what an 
escutcheon is, and how it is spelled. I have explained to 
her and have also shown her the difference between a 
knob with a rose and a knob with an escutcheon. If you 
don’t sell escutcheons then sell roses. Now she wants 
to know “why” they are called escutcheons and why 
they are called roses, and I have told her in reply that 
I must catch the 5:24 train! 

2» 


A stenographer writes me a letter from a town in 
Nebraska. It is neatly typewritten. She tells me she 
not only is a stenographer, but she is a bookkeeper and 
also a clerk and saleslady. She writes about checking 
up the prices on invoices and entering these prices in 
the price book. 

She gives the names of a number of jobbers out in 
that territory and a comparison of their prices. She 
compares some of the local jobbers’ prices with the 
prices of national jobbers. She has her own opinion 
about buying goods. I wish I could publish this letter. 
It would certainly create a sensation, because she men- 
tions the names of various jobbers. She wants to know 
why one jobber sells a certain lantern at $6 a dozen 
while another jobber sells the same lantern at $9 per 
dozen. Of course, I don’t know. 

I remember when I was a traveling salesman that a 
certain jobber always sold cast iron coffee mills cheaper 
than anybody else. Once, in passing through his city, 
I called on this jobber, and as I was then young and 
foolish I asked him how he figured his cost on cast iron 
coffee mills. It developed that he bought his goods 
somewhere in Connecticut. Cast iron mills and wooden 
mills were all shipped together. He figured the same 
percentage of freight on the cast iron mills as he did on 
the wooden. This percentage was figured on the cost of 
the goods and not on the weight. No wonder he was 
cheap on cast iron mills! This jobber changed his sys- 
tem of figuring freight, but I suppose he always thought 
that young salesman who had the nerve to ask him about 
the cost was a very “fresh” individual. 

a 


One ‘retail clerk writes and asks me why I do not 
write more about retail hardware stores. He states that 
if I would confine my articles to what actually happens 
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in a hardware store, they would be far more interesting. 
I will have to give this clerk in reply a profound bit 
of wisdom. 

It is easier for any actor to act a highly melodramatic 
part than it is for him to act a simple part. It is much 
easier for a painter to paint mountains or snow scenes, 
or some very complicated scenery, than it is to paint 
just a simple everyday picture. It is much more difficult 
for a portrait painter to paint the picture of a child than 
it is to paint a picture of a grown person. One of the 
most difficult things in painting is to get a correct por- 
trait of achild. The lines in their faces are not marked. 
They are yery delicate, and resemblance is very difficult 
to achieve. In other words, the hardest thing in the 
world to do is to write about everyday affairs. 

An old lady over in Norway has just been awarded 
the Nobel prize for literature. When she was a little 
girl she had an attack of spinal meningitis. As a result 
of this she could not play with other children. But she 
sat around with these children and studied them. She 
studied the people in her home town. She became a 
school teacher, Then she wrote a few poems. She won 
a prize. Then she decided to write a story just about 
her home town. This story displayed a remarkable gift 
of insight into ordinary everyday human nature. She 
became famous and wealthy. Her family had lost the 
old homestead. She bought it back and went there to 
live, but the neighbors never could see where there was 
anything remarkable about this old lady who quietly 
came and went in their town. They never knew just 
why learned men came from all parts of Europe to 
visit her. They could not see anything especially dra- 
matic in the stories she wrote about their neighbors. 

Do you see the answer? She wrote so close to nature 
that the people who lived the life she wrote about could 
not grasp the power she displayed. Her name is Selma 
Lagerloff. : 

If I could write just exactly what happens in the 
hardware stores of the country, as it happens every day, 
if I could write it accurately and truly, getting the real 
meaning of all that happens, I would become one of the 
most famous men in this country, and possibly some day 
get the Nobel prize myself. So that’s the answer to the 
retail clerk! 

a ae 


Bob Davis, the author, sent me a book the other day 
with his autograph. He told me Chapter VIII had been 
dedicated to me. Bob goes on to say that I am so fond 
of the scenery on a golf course that I can’t keep my 
eyes on the ball, and therefore I am a very poor golf 
player. That’s a pretty good alibi, anyhow! 

The introduction to this book is written by Fannie 
Hurst, and in her introduction Fannie takes a few falls 
out of me as a literary producer. Well! Well!! It is a 
shame for Fannie to treat me this way! 

You know, Fannie got married, but she never changed 
her name, nor did she change her home. She continued 
to live in her own apartment and her husband continued 
to live in his apartment. Occasionally they would have 
dinner together, but when her husband became tiresome 
Fannie would order him out. If he wouldn’t leave, as 
she had a key to his apartment, she would put on her 
hat and coat and stay in his apartment, leaving him in 
hers. At least, that is the way Fannie and her husband 
carried on two or three years ago. I do not know whether 
the increased cost of living, higher taxes and the raise in 
rents have compelled Fannie and her husband to give up 
their two apartments and be more economical by living 
together in one. 

But judging by some of the married couples I have 
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met I think this idea of living in two apartments is a 


very good thing. 
x a x 


The most fashionable place in New York'to dine and 
dance is the St. Regis on Fifth Avenue. In the sum- 
mertime you dine and dance on the roof. In the winter 
you dine and dance in the grill. 1 was in the grill the 
other night, and I was especially struck with the decora- 
tions on the walls. Some real artist did this work. The 
whole idea conveyed by the decorations is that you are 
down under the ocean, and there are fish swimming all 
around you. The background is sea green. 

Of course, the artist may have been having some 
fun with the guests who come and pay for the dinners. 
He may, in his quiet way, be saying to them, “Poor fish.” 
I looked around for a lobster motif, but none was in 
sight. It occurred to me that even a lobster might be 
appropriate, and, besides that, a newly boiled lobster has 
a color that is very artistic. Possibly some of us, how- 
ever, would prefer not to be boiled to become artistic! 

om. * 


There is salesmanship even in hotels. I went on this 
party with a well-known manufacturer, who frequently 
visits New York. He stops at one hotel and then at 
another. At the foot of the stairs at the St. Regis he 
met the manager of the hotel. This manager was on to 
his job. He personally showed us a very nice table, 
notwithstanding the great crowd and the fact that we 
had made no reservations. He showed a personal in- 
terest. He called this hardware manufacturer by name. 
Finally, when he left us, this manufacturer turned to 
me and remarked: “I must look like a million dollars, 
when this manager pays me so much attention, but I'll 
tell you one thing: The next time I come to New York 
I am going to have a room at the St. Regis. I believe I 
could get anything from this manager the way he treats 
me.” Just so much for salesmanship! 

* a” * 


There were several ladies in our party. One of them 
had a very fine face. She was not young. A study of 
her face showed little lines of disappointment and suf- 
fering here and there. However, she was so lovely that 
these lines simply made her more interesting. Of course, 
the women at the St. Regis grill wore fortunes in pearls 
and diamonds and in furs. , Here it is that all of the 
speculators who have cleaned up on the recent bull mar- 
ket come to spend their profits. They bring their women 
with them. Nowhere in the world, not even in Paris 
and London, can you see such dressing. It is worth the 
couvert charge just to strain one’s eyes, 

Now, this beautiful lady sat next to me, with her 
bare arms stretched out on the table. She had her hands 
locked together. She watched these women, clad like 
the Queen of Sheba, only more expensively. Her eyes 
studied their jewelry and their clothes. There was an 
appraising expression on her face, so while she studied 
them I studied her. I could see where her dress, while 
it was in excellent taste, had been made over. There 
were signs of care and economy. Some of us know 
these signs. 

Then she turned her lovely eyes full upon me and, 
sighing deeply, remarked: “J wish someone, some day, 
would take me to Paris and just let me buy whatever 
I want!’ What a world of feminine nature in that 


remark! Nothing more was said. I did not apply for 

the job, but that night as I walked to my apartment 

smoking a cigar, I tried in my imagination to get the 

point of view of a beautiful woman, backed by the neces- 

sity of economy, surrounded by other women who were 
(Continued on page 75) 
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Manhattan Dealers Inspect Edison 
Lighting Institute 


An educational tour through the Fdi- 
son Lighting Institute of the Edison Lamp 
Works, General Electric Co., in Harrison, 
N. J., under the auspices of The Manhat- 
tan & Bronx Hardware and Supply Deal- 
ers’ Association, was greatly enjoyed by 
more than thirty members on the evening 
of November 20. 

The hardware men gathered in the com- 
pany’s executive dining room at 7:30, 
where a delicious buffet supper was served. 
At the conclusion of the meal the group 
was escorted across the street to the Edi- 
son Lighting Institute, where they were 
welcomed by Arthur F. Loewe, the direc- 
tor. In his brief talk Mr. Loewe ex- 
plained the purposes of the Institute and 
told of the work it was doing. 

The first demonstration was of the vari- 
ous types of lighting fixtures suitable for 
store or office purposes. Indirect and 
direct lighting equipment was shown. 
Through colored lamps, various effects in 
window display were demonstrated. The 
hardware men were then taken through a 
model store, where windows, display equip- 
ment, lighting fixtures and merchandise 
were explained and their advantages dis- 
cussed. From the store the dealers were 
taken to the industrial lighting demonstra- 
tion room where various types of lighting 
fixtures for factories and shops were 
shown. The specialty lighting room was 
next on the list. Here flood-lights, search- 
lights, spot-lights, aerial beacons, lamps 
for bronoscopes and moving picture pro- 
jectors were lighted for the guests’ benefit. 

Street lighting was discussed with the 
aid of a miniature ‘street, complete in 
every detail. The electric sign demon- 
stration was also conducted through the 
means of a miniature sky-line, where many 
types of electric signs were shown in 
miniature. The feature of this demonstra- 
tion was the flood lighting of the buildings 
with colored lamps and the imitation 
storm with wind, rain, thunder, lightning 
and finally a rainbow. As a final step in 
this complete demonstration of the possi- 
bilities of light, a model home was in- 
spected. Here the very best in home 
lighting was displayed. 

Much credit for the success of the dem- 
onstrations was given to engineers of the 
Edison Lamp Works who talked briefly 
about the various types and phases of 
lighting and answered many questions. 
These included W. T. Clark, D. W. Pri- 
deaux, J. W. Bigley, J. B. Beal, H. G. 
Schiller and J. A. Milling. W. T. 
Sweeney of the company’s New York 
office was present and spoke briefly. The 
delegation from the hardware association 
was headed by Joseph Ringler, president, 
Jean Blair, treasurer, and C. H. Tilson, 
secretary. 


J. W. Oliver Dead 


J. W. Oliver, first vice-president and 
chairman of the executive committee, 
Standard Sanitary Mfg. Co., Pittsburgh, 
Pa., died at his home in Sewickley Heights, 
Pa., Nov. 13. 

In 1903 Mr. Oliver entered the employ 
of Ahrens & Ott Mfg. Co., Louisville, 











Ky., plant of which now is the Louisville 
works of the Standard company. He was 
made assistant manager in 1911 and two 
years later manager of this plant. In 1918 
he was advanced to general manager of 
the Ahrens & Ott division of the company, 
and the following year was elected secre- 
tary-treasurer, with headquarters in Pitts- 
burgh. He held that position until early 
in 1924, when he was elected to the offices 
he held at the time of his death. 

Mr. Oliver was born in Elmira, IIl., 
56 years ago. 





T..D. Scarff New Assistant Mér. 
for Midland-Federal Division 
The National Lamp Works of General 

Electric Co., Nela Park, Cleveland, Ohio, 

announces the appointment of T. D. 








T. D. SCARFF 











Scarff as assistant general manager of the 
Midland-Federal Division at Chicago, 
Ill. This appointment becomes effective 
January 1, 1929. 

Mr. Scarff has been with the National 
organization for sixteen years. His early 
training was with the Buckeye Division 
at Cleveland, Ohio, where he gained much 
knowledge of retailing problems thru 
serving the trade in central Ohio and 
Indiana. 

For the last two years, Mr. Scarff has 
been with the Midland-Federal Division. 
He has often been a speaker at sectional 
meetings of the National Electric Light 
Association. 


Sweet’s Stee! Co. Announces 
Two Personnel Changes 


The Sweet’s Steel Co., Williamsport, 
Pa., announces that Samuel C. Rebman, 
who has represented the company as dis- 
trict sales manager in Pennsylvania, has 
been made sales manager of the New York 
City offices, located at 274 Madison Ave- 
nue. 

Hugh G. Daley, formerly connected with 
the Carnegie Steel Co., has been appointed 
to succeed Mr. Rebman in the anthracite 
coal fields of Pennsylvania. He will be 
located at 733 Land Title Building, Phila- 
delphia, Pa. 








E. H. Morgan Dies—President 
Arcade Manufacturing Co. 


Edgar H. Morgan, who had been identi- 
fied with the Arcade Mfg. Co., of Free- 
port, Ill, for more than 65 years, passed 
away suddenly on Nov. 16 at the home of 
his son-in-law and daughter, Mr. and Mrs. 
Edward Winslow, in Freeport. His death 
was due to an unexpected heart attack. 

Mr. Morgan was born in Marlboro, 
N. Y., on March 27, 1848, in one of the 
pioneer families of the Empire State, be- 
ing a son of Mr. and Mrs. Philip C. 
Morgan. 

When he was five years of age, Mr. 
Morgan came to Freeport with his parents. 
He attended public and high schools and 
commercial college in Freeport, and when 
16 years of age entered the foundry owned 
by his uncle, Jerome B. Hazen, there 
learning the iron molders’ trade. After 
a time he and his brother, Charles Morgan, 
were admitted to partnership in 1866. On 
the death of Mr. Hazen, the Morgan 
brothers became sole owners of the busi- 
ness. 

They manufactured a varied line of 
light hardware, novelties, toys, utensils of 
various kinds, molding machines, and kin- 
dred articles. 

On Jan. 7, 1875, Mr. Morgan was united 
in marriage to Miss Antoinette Williams, 
daughter of Daniel R. and Matilda Wil- 
liams. Three children were born to this 
union, they being Mrs. Edward Winslow 
and Mrs. B. C. Trueblood, of Freeport, 
and a son, Edgar Allen Morgan, who 
passed away at the age of 19 years while 
attending Cornell College. His wife passed 
away four years ago. 

Throughout his entire lifetime Mr. Mor- 
gan’s business record was one of steady 
progress, characterized by unequivocal 
commercial integrity. The Arcade com- 
pany has expanded until it has become one 
of the largest of its kind in the United 
States. 





Chicago Convention Planned 
for Vending Machine Men 


The National Vending Machine Opera- 
tors’ Association and the Vending Machine 
Manufacturers’ Association of America 
will stage their annual convention and ex- 
position in Chicago, Jan. 28, 29 and 30, 
1929, at the Great Northern Hotel. 

The vending machine business, which 
includes all kinds of automatic and coin- 
operated devices, has grown to large pro- 
portions and is one of the important in- 
dustries in the country. Practically every 
kind of machine made is shown at this 
exposition. The sensational Robot and the 
Photomaton will be among the human slot 


‘machines on exhibition at the show. 


Owing to the constant development of 
machines for different articles of merchan- 
dise, the interest in this convention has 
spread to various commercial fields. The 
confectioners, the advertising specialty men 
and the novelties trades will be represented 
for the first time at the 1929 show. 

Anyone desiring further details in re- 
gard to this show should write Secretary 
Geo. A. Grastorf, 4902 West Adams Street, 
Chicago. 


























































































HARDWARE AGE for NOVEMBER 29, 1928 


57 








Price Cutting Condemned by 
Senator Capper in Pittsburgh 


United States Senator Arthur Capper of 
Kansas and Congressman Clyde Kelly of 
Pittsburgh spoke before a gathering of 
more than 1000 interested in the Capper- 
Kelly “fair trade or price maintenance” 
bill Tuesday evening, Nov. 20, in Memo- 
rial Hall, Pittsburgh. 

Senator Capper stressed the point that 
the retailer should be entitled to the same 
protection as the railroads and insurance 
companies in connection with fixed prices. 
He characterized price-cutting as the worst 
form of illegal competition. 

The bill, to come up before the next 
Congress, according to Congressman Kelly, 
would enable the independent manufacturer 
of standard, trade-marked articles to set 
a price by contract with his wholesalers 
and retailers which cannot be changed or 
lowered except for discontinuance of 
business, damaged goods, or the business 
going into the hands of a receiver. 

“If it is right for the big maker who 
retails his own products to control his 
prices,’ Congressman Kelly said, “it is 
right for the little independent maker “to 
do likewise under free contract. The inde- 
pendent manufacturer is the absolute vic- 
tim of price-cutting without any defense.” 

The meeting was sponsored by the West- 
ern Pennsylvania Retail Druggists’ Asso- 
ciation, the Pittsburgh Jewelry Trade As- 
sociation, the Retail Grocers’ Association, 
and the Pittsburgh Retail Hardware Deal- 
ers’ Association. 


Continental Screen Co. Issues 
Set of Sectional Catalogs 


There has recently been issued by the 
Continental Screen Co., 1323 Book Build- 
ing, Detroit, Mich, a new set of six 
Sectional Catalogs covering the company’s 
entire line of screen doors, window screens, 
all-metal screens, combination screen and 
storm doors, and cloth ventilators. 

Realizing that various sections of the 
country require screening to meet their 
individual needs, the company has pre- 
pared each catalog especially for the terri- 
tory it represents. While each catalog has 
the full line of merchandise used in that 
territory, it has the line condensed as much 
as possible, so that jobbers and dealers will 
have a better screen business by handling 
a condensed line that actually applies to 
their local territory rather than a line that 
is not entirely suitable for local needs. 

The catalogs are uniform in style and 
size. They are printed in seven colors. 





New Wire Nail Company 
Formed to Supply Airplane 
Industry 


The Central Wire Nail & Specialty Co. 
has been organized in Cleveland, Ohio, by 
three Ellwood City, Pa. men, who have 
been associated with the Stronach Nail 
Co., Pittsburgh, Pa., since its formation in 
1927. They are John J. Sullivan, Jr., John 
B. Ritchey and W. H. Thomas, who will 
be president, vice-president and secretary- 





treasurer, respectively, of the new organi- 
zation. 

The company has taken over the plant 
of the Brightman Machinery Co., East 
Seventy-first Street and Quincy Avenue, 
Cleveland, containing 20,000 sq. ft. of floor 
space, and expects to be ready for opera- 


tion with new equipment about Jan. 1. | 


| 
| 
| 





The company will specialize in the manu- | 
facture of airplane and special nails for 


the automotive and airplane industries. 


H. W. Ewald Now Manager of 
Electric League of Pittsburgh 
Harry W. Ewald, recently manager of 

sales promotion for the Duquesne Light 

Co. of Pittsburgh, has been appointed man- 








H. W. EWALD 











ager of the Electric League of Pittsburgh. 
The Pittsburgh league has done much 
in the way of arranging for cooperation 
between independent merchants of the city 
and the utility and electrical firms. Mr. 
Ewald was active in arrangements for 
the recent joint meetings in that city be- 
tween electrical and hardware interests. 
He is an electrical engineering graduate of 
Johns Hopkins University and has been 
active in electrical sales work in Pitts- 
burgh for several years. 


Treman, King & Co. Catalogs 


Treman, King & Co., Ithaca, N. Y., have 
issued two new catalogs, one covering au- 
tomotive equipment, accessories and service 
parts; the other devoted to radio receiving 
sets, supplies and accessories. 

Both catalogs are profusely illustrated 
and give accurate and interesting descrip- 
tions of the merchandise listed. 

A new catalog covering sporting and 
athletic goods, watches, cutlery and some 
lines of juvenile vehicles has also been 
issued. It is a very complete catalog, com- 
piled in an interesting and helpful manner, 
and contains many illustrations in addition 
to listing and describing the various lines 
of merchandise. 














W. S. Kennedy Plans to Leave 
Hibbard’s on Jan. 1, 1929 


W. S. Kennedy, manager-buyer of the 
builders’ hardware department for Hib- 
bard, Spencer, Bartlett & Co., Chicago, III, 
has announced his resignation, which be- 
comes effective Jan. 1. 

Mr. Kennedy is very well known in the 
builders’ hardware field, and news of his 
resignation comes as a surprise to his many 
friends in the builders’ hardware frater- 
nity. His plans for the future are in- 
definite. 


Wagner Electric Makes Felton 
Manager of New York Office 


H. N. Felton has been transferred from 
manager of the Milwaukee office of the 
Wagner Electric Corp., 6400 Plymouth 
Avenue, St. Louis, Mo., to the company’s 
New York City office, where he will as- 
sume the managership of this branch. 

Mr. Felton joined the Wagner company 
about ten years ago as a salesman of the 
Chicago district. A little later he was 
transferred to the Milwaukee office, and 
in 1927 was made branch manager. 

The company also announces the trans- 
fer of F. T. Coup, manager of the Cin- 
cinnati office since 1921, to the Milwaukee 
office as branch manager. Mr. Coup joined 
the organization in 1912 and has been con- 
nected with the company’s Boston, Chicago 
and Milwaukee offices. 





John G. Way Dead 


John G. Way, for twenty years general 


| manager of the New Process Stove Co., 


Cleveland, Ohio, and a director of the 
American Stove Co., Cleveland, the parent 
company, died suddenly on November 18 
as the result of an unexpected heart at- 
tack. He was 55 years of age and had 
been connected with the company for 33 
years. 


New Tritch Hardware Catalog 


in 





Guns and ammunition are featured 
Catalog E 7, which has recently been 
issued by The Tritch Hardware Co. of 
Denver, Colo. In addition, bicycles, 
sporting goods and radio are also described 
and illustrated. 





London Hardware Exhibition 
Held in Agricultural Hall 


A hardware and domestic appliance ex- 
hibition is now being held in the Agricul- 
tural Hall, London, England. This infor- 
mation is given by L. J. Hydleman & Co., 
manufacturers’ agents at 12 Chapel St., 


Joseph Gildersleeve Dies 


Joseph Gildersleeve, who was associated 
with Lamson & Goodnow Mfg. Co., Shel- 
burne Falls, Mass., from about 1870 until 
his retirement in 1917, passed away in 
Lewiston, Me., on Sept. 28, 1928. 

Mr. Gildersleeve was well known through- 
out the East and Middle West. He will 
be remembered not only as a veteran of 
the Civil War, but also as a veteran of the 
cutlery trade. At the time of his death he 
was 90 years of age. 
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Nutmeggers and Connecticut 
Dealers Hear Talk by 
H. R. Owen 


When production efficiency surpassed 
available consumption, business men of this 
country had a real sales job to perform, 
H. R. Owen, vice-president, Landers, 
Frary & Clark, New Britain, Conn., told 
hardware men at the City Club, Hartford, 
Conn., Nov. 14. He was the principal 
speaker at the joint meeting of The Nut- 
meggers and the Connecticut Hardware 
Association, held at that time. Mr. Owen 
emphasized the importance of selling stand- 
ard lines, eliminating frozen stocks, and 
urged on all retailers some unit control 
system which would enable efficient and 
profitable operation. He urged salesmen 
to assist dealers in studying this important 
phase of retailing, and said there should 
be more and better interior displays in 
hardware stores, particularly those which 
had good window displays. 

Speaking of chain store competition, the 
speaker said independent dealers should 
concentrate on fewer good buying sources, 
have window displays which are planned, 
are timely and show attractively goods 
which are in demand and in season. Dis- 
plays, he said, should have style and color. 
The dealer must do more selling and think 
along selling lines, and give less unneces- 
sary time to buying, stating that the inde- 
pendent dealer has many assets not enjoyed 
by chain organization. Mr. Owen said 
dealers should find out weak spots in such 
competition and act accordingly. 

The speaker urged salesmen and dealers 
to be more explicit in selling goods and 
not assume that prospect knows all about 
goods in which he has shown some inter- 
est. The fundamentals of success, he said, 
were the right goods, right price, right 
quality, right time and the right profit. 

Seymour N. Sears, Tucker Co., president 
of the National Council of Traveling 
Salesmen’s Association, spoke about the 
salesmen’s home at Winston-Salem, N. C., 
and urged all salesmen to anticipate in the 
coming campaign for needed funds. 

Carleton Phillips, L. S. Starret Co., 
president of The Nutmeggers, presided. 
Short addresses were made by Don Hal- 
lock, Derby, Conn., and Henry S. Hitch- 
cock, Danbury, Conn., president and sec- 
retary of the Connecticut Hardware Asso- 
ciation respectively. 

It was announced that the 1929 conven- 
tion of the Connecticut Hardware Associa- 
tion will be held Feb. 14 and 15, 1929, 
which means that The Nutmeggers’ Night 
Before Party will be held on Feb. 13. 





Metropolitan Hardware Dinner 
Jan. 16—Plans Being Made— 
Hammond Temporary Secretary 


Plans are now under way to hold the 
biggest and best Metropolitan Hardware 
dinner ever staged in New York City by 
hardware men. At the regular meeting of 
the Metropolitan Hardware Association 
at the Hardware Club, New York City, on 
Friday, Nov. 23, it was announced that the 
date would be Wednesday, Jan. 16, 1929. 
A prominent speaker and the usual high- 





grade after dinner entertainment are being 
planned at the present time. 

Frank Littell, who has been secretary 
for several years, resigned that office due 
to the pressure of other interests. Robt. 
Hammond of Brooklyn has been chosen as 
temporary secretary. 





Hamp Williams Now Heads 
Grand Lodge of Arkansas 


Hamp Williams, past N. R. H. A. 
president and prominent merchant in Hot 
Springs, Ark., was recently honored by 
being elected Grand Master of the Grand 
Lodge of Arkansas. 

Mr. Williams has been an active mem- 
ber for many years of Sumpter Lodge 
No. 419, F. & A. M., and in 1923 was 
installed as Grand Junior Deacon of the 
Grand Lodge of Arkansas. 





Francis D. Foot Dead 


Francis D. Foot, former head of the 
Homer Foot Co., Springfield, Mass., one 
of the oldest hardware houses in western 
New England, passed away on Nov. 16 in 
his home in that city. He was 83 years 
of age. 

Homer Foot, his father, founded the 
business in 1831. The business was sold 
a few years ago, when F. D, Foot retired. 


———— 


W. E. Collin Now Toy Buyer 
for R. H. Macy & Co. 


W. Hoven, division merchandise man- 
ager of R. H. Macy & Co., Inc., announces 
the promotion of W. E. Collin, recently 
luggage buyer, to buyer for the toy de- 
partment, succeeding Mr. Hegeman, the 
veteran buyer whose resignation was an- 
nounced several weeks ago, effective at 
this time. 





New Oil Heating Booklet 


A new and revised edition of ‘“Hand- 
book of Domestic Oil Heating” has been 
published by the American Oil Burner 
Association, Inc., 342 Madison Ave., New 
York City. It discusses every phase of 
oil burners and oil heating, and contains 
much important information for those con- 
nected with the industry. The handbook 
measures 4 by 7 in. and can be carried as 
a convenient and ready reference volume. 





The Billings & Spencer Co. 
Advances Howard E. Oberg 


Howard E. Oberg, who for several years 
has represented the Machinery Division of 
The Billings & Spencer Co., Hartford, 
Conn., in Detroit, Mich., has become sales 
manager of that division with headquarters 





in Hartford. 








Hardware Activity Continues 
—Year’s Trade Will 
Average Well 


NEw YorK, Nov. 28.—Accord- 
ing to reports from important 
market centers, the general con- 
dition of the hardware trade is 
active and staple lines are shar- 
ing the healthy demand with 
holiday lines. Reviewing the 
year’s business throughout the 
different territories, it is evi- 
dent that 1928 will surpass trade 
in 1927. 

Western sections of the coun- 
try are reporting agricultural 
conditions to be very favorable, 
and that farm work is far in ad- 
vance of recent years. This, of 
course, lends optimism to the 
buying public and is expected to 
reflect itself in stepped up con- 
sumer demand throughout the 
winter months. 

Guns, ammunition and traps 
are steadily in demand. 

Weather conditions have per- 
mitted the building trade to 
progress rapidly and the indus- 
trial situation is normally satis- 
factory. 

Prices are very firm and tend 
toward advances. 


Collections are still slow. 











New One Minute Washer 


The new Model No. 68 One Minute 
Washer is manufactured by the One Min- 
ute Mfg. Co. of Newton, Iowa. This ma- 
chine is operated by a Briggs-Stratton 
gasoline engine and is intended for use 

















where electric power is not available. It 
is fitted with a high tension magneto and 
batteries are not needed. A special foot 
lever starts the engine. 

The general construction of the Model 
68 is the same as the Model 60, with large 
copper tub, flexible turbinator and 2 
pressed steel wringer with cushion rolls. 
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An Aluminum Cake Cabinet 


The Geo. H. Bowman Co., 224 Euclid 
Avenue, Cleveland, Ohio, recently placed 
on the market the “Cake-Saver” Alu- 
minum Cabinet, which has been designed 
to keep cake fresh. 

The cabinet is made of pure aluminum 
metal, which does not rust. The manu- 
facturer states that the cabinet will not 















absorb moisture or odors. It is finished 
with a rose, green or blue colored glass 
knob. The overall size of the aluminum 
cabinet is 5 in. high by 1114 in. wide. 

The trough at the edge of the bottom 
plate tends to make an air-tight joining 
and keeps crumbs from spilling onto the 
table or shelf. 


Improved Tire Chain Tool 


A new, improved tire chain tool made of 
drop forged steel has been placed before 
the trade by the Bergman Tool Mfg. Co., 
1573 Niagara St. Buffalo, N. Y. It has 
been designed to open and close end links 
on cross chains with ease and rapidity. 
It is simple in operation and positive in 
action. The tool will also open or close 





both prongs of the link in one operation. 

The jaws are polished and the handles 
knurled for a secure grip. They are 
finished in blue enamel. The “Blue Bird” 
tire chain tool is ten inches in length and 
comes individually packed. 





Goulds Offer New Pump 


For installation in pits, small pump 
houses or any other place where space is 
an important factor, Goulds Pumps, Inc., 
Seneca Falls, N. Y., is manufacturing a 
new automatic oiling deep well outfit. 








The motor is mounted on top of the pump 
in order to make the unit as compact as 
possible. 

The pumping head itself contains all 
the other features well known in Goulds 





















deep well pumps, including positive auto- 
matic lubrication, complete enclosure for 
all working parts, double reduction gear- 
ing and steel shaft. All motors are pro- 
tected by a special switch breaker, 
mounted on the side of the pump, which 
also serves as a main switch. 


A Chicago Gate Spring Hinge 


The Chicago “Sagless” gate spring hinge, 
Type 4007, has been placed before the 
trade by the Chicago Spring Hinge Co., 
1500 Carroll Ave., Chicago, Ill. 

This hinge is of the pivot type and has 
been designed so that it will not sag, even 
if the gate is wide or heavy. The gate 
operates on ball bearings and the weight 
is not carried by the spring, therefore as 
light a tension as desired may be applied. 

Best tempered steel flat wire has been 
used in making the spring. All fittings 
may be applied to the surface of the gate 
























and pcst without mortising. 


the post, thereby reducing the space be- 

tween the edge of the gate and post. 
Hinges are supplied in iron, brass or 

bronze metal and finished to specification. 














An “I” Bar Carpenter’s Clamp 


E. C. Stearns & Co., Syracuse, N. Y., is 
manufacturing an improved “I” Bar Car- 
penter’s Clamp, having several advantage- 
ous features. 

The bar is 


giving greater 


notched, 






strength and a special cam locking device 
is assembled with a slide. This cam is 
made of a special tool steel. The design 
of the clamp is such that the holding 
power of the cam increases with the pres- 
sure on the slide. The fittings are of 
malleable iron. Either a metal or wood 
nandle can be secured. Six sizes are now 


| being produced. 





Children’s Snow Pushers 


Realizing children like to use toys that 
are exact reproductions of articles used by 
their fathers and mothers, the Rugg Mfg. 
Co., Greenfield, Mass., has brought out a 
line of children’s snow pushers. These 
items are said to be exact reproductions 
of the line of regular snow pushers which 
the company produces. 















































The handle is of strong wood and has 
been firmly attached to the metal base. 







Apco-Mossberg Valve Grinder 


Valve Grinder No. 53 has recently been 
placed on the market by the Apco-Moss- 
berg Corp., Attleboro, Mass. This tool 
has been designed to be used on the new 
Ford car where there are no holes or 


| slots in the valve heads to accommodate 


| 


If preferred, | 
the attaching plates may be mortised into 






The new tool is a 
The handle is made 
of hard wood and the rubber tip is of the 


an ordinary grinder. 
vacuum cup grinder. 


best grade para rubber. The entire tool 


has been designed to withstand hard usage. 
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CHICAGO, Nov. 27.—Business with local jobbers continues to hold 


up well. 
many special lines. 
from the number of orders being 
ware merchants are preparing t 
than ever before. 

Stocks are large and complete. 
window glass has been received 


ing on the “short list” for several weeks. 


able for immediate shipment. 
Prices on tires and tubes have been 
reduced. This is the result of the 
recent removal of British rubber re- 
strictions, under the Stevenson plan. 
Reductions vary from 2% to 5 per 
cent on tires, and average 10 per cent 
on tubes. Higher brass prices are 
responsible for an advance of 2% 
points, or about 5 per cent on both 
round and- flat head brass screws. 
Some prices are firmer, with advances 
soon “possible. Items. showing this 
firmness are low priced lock sets, butts 
and hinges, welded-ehain, manila rope, 
insulated wire, popelar priced axes, 
steel sheets and bicycles. 
General businéas conditions 
favorable aspects 


high records for 1928 are: building 
construction, automobile production, 
steel out-put, electric appliance man- 
ufacture, agricultural implement pro- 


duction and motor boat and aeroplane | 


production. A striking demonstration 


of the increased purchasing power of | 
the farmer is indicated in a recent re- | 
port from the Federal Reserve Bank | 


of Chicago. Leading manufacturers | 
in farm equipment in the Chicago dis- | 
trict reported to the Bank that their | 


production shows an increase of 28.8 | 


per cent over 1927. 
son, Chicago is showing its heels to 
other cities as far as retail trade is 
concerned. Chicago retail trade shows 
an increase of 19 per cent over last 


year, whereas the entire country shows | 


an increase of 6 per cent. 

Steel mills in the Chicago district 
continue to maintain the 85 per cent 
capacity average, which has been the 
mean of local production for some 
time. Steel prices show strength. 

The credit situation is unchanged, 
collections being fair. 


AUTOMOBILE ACCESSORIES.—The 
removal of British rubber restrictions 
is responsible for a reduction aver- 
aging 2% to 5 per cent on tires and 
about 10 per cent on tubes. Winter 
items are active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


have | 
Among the indus- | 
tries that appear-to_be headed for new 


According to Bab- | 


The excellent holiday demand has stimulated activity in 
Staple goods are also moving freely. Judging 


received from dealers, more hard- 
o meet the large demand for toys 


An adequate supply of “A” grade 
for stock replenishment, after be- 
All sizes are now avail- 


regular, 58c. each; Cham- 
each; Champion Blue 
each; A. C. 53c. each; 


50c. each; 
pion X, 45c. 
Box line, 53c. 


—_———-. | 


lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 


$1.30 each. 
Pumps.— Rose, 1% in. cylinder, 
$1.85 each. 


Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.95; heavy 
duty oversize, $7.05; 32 x 4 Liberty, 
$9.75; heavy duty, $11.80; tires, 29 x 





4.40, $7.60; 32 x 6.50, heavy duty, 

$19.80; tubes 30 x 3%, $1.20; balloon 

tire tubes, gray, 29 x 4.40; $1.50. 
Anti-Freeze Mixtures. — Eveready 


Prestone, $3.80 gal. in cans. 
| Glycerine.—“G. P. A.,”’ $1.80 gal.; 
alcohol and glycerine solution, 90c. 
gal. 
AXES.—Demand has not yet reached 
| its peak, but sales are active, par- 
‘ticularly on the medium - grades. 
Prices remain as last quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Handled axes, first quality, single 
bit, 3 to 4 Ib., $18 to $20 per doz.; 
double bit, 3 to 4 lb., $23 to $25 per 
doz.; handled axes, service grade, 
single bit, 3 to 4 Ib., $15 per doz.; 
30y Scout axes, $11.50 doz.; motorist 
hand axes, $12 doz. 


| BICYCLES.—Good holiday demand is 
reported on this item. Minor advances 
| are probable after the first of the year. 
JOBBERS’ QUOTATIONS TO RE- 
Ae) CHICAGO: 


TAILERS, 
Double Bar. stoke Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 


and boys’ juvenile model, $23. 60. 


BOLTS AND NUTS.—Normal demand. 
Prices are without change. 


JOBBERS’ gat ey J TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Carriage bolt. “cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine ’polts, rolled 
thread, 60-10. _per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per- cent discount. 


| puILDERe HARDWARE.— Demand 
|is fair. Higher prices may be ex- 
pected on low priced lock sets. Butts 
and hinges show firmness. Prices are 
without recent change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

3% x 3% steel butts. old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts. 








Spark Plugs.—Splitdorf, for Fords, 








old copper and dull brass finish, $3 








Chicago Business Maintains Recent Good 
Volume Average—Some Prices Are Firmer 





per doz. pair. in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 


case lots; steel bit- keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


CHAINS.—Active demand. 
chain prices are firmer. 
possible. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


% -in. — coil chains, $8.75 per 
100 lb.; Tenesco Bull Dog and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 

COTTON GLOVES.—Increased de- 

mand for general purposes. Husker 

demand is on the decrease. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


HAMMERS AND HATCHETS— 
Hatchet sales are rather slow, but nail 
and machinist hammers are in large 
demand. No recent price changes. 
The market appears firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hammers. — First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 


Hatchets.—First quality hatchets, 


Welded 
Advances are 











No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HUNTING CLOTH ES.—Seasonable 
weather brought increased demand. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Drybak waterproof coats, $56 per 
doz.; Drybak breeches, $26 per doz.; 
Drybak hats, $14.30 per doz. 


NAILS, WIRE AND STAPLES.— 
Prices are firm, kept so by the very 
close profit margins. Orders are in 
good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

L.c.l, quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per keg base. 
Mill shipment price is $2.95, base. 
Carload (36,000 lb.), base, for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.30 
per 100 1lb.; No. 9 galvanized, plain 
wire, $3.85 per 100 Ilb.; catch weight 
spools galvanized cattle or hog wire, 
$3.80 per 100 Ib.; polished fence 
staples, $3.55 per 100 Ib. 


SAWS, CROSS CUT AND WOOD.— 
Demand is fair. Real winter weather 
is needed to stimulate demand. Prices 
remain steady. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO: 


5 ft. narrow Champion tooth, $1.55 
each; 5% ft. wide Champion tooth, 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each: 4 ft.. one-man Champion 
tooth, $2.45 each. 
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Single braced frame common tooth 


blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
double braced frame, tuttle tooth 
blade, $11.40 doz. 
SAWS, HAND.—Good demand is re- 
ported for high grade types. Prices 


are firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
26 in., $29.50 doz.; 26 in., $33 doz.; 
26 in., $49.95 doz.; ot Pecial, 26 in., 
Competition, $6.60 d 


SCREWS.—Prices were advanced this 
week on brass screws—other kinds 
firm and sales are at normal volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Flat bright screws, 474% per cent; 
round head blued, 42% per cent; 
flat head brass, 40 per cent; round 
head brass, 35 per cent. Larger or- 
ders 10 per cent less. 


SHOVELS AND SCOOPS.—Furnace 


and grain scoops are in excellent de- | 5 
Prices are the same, with no STOVE GOODS.—Late fill 


mand. 
changes in sight. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 2 shovels, intermediate grade, 
polished, $14.50 per doz.; No. 2 shov- 
els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12 grain 
scoops, polished, $16 per doz.: D 
handle furnace scoops, intermediate 
grade, $8 per doz.; D handle furnace 


ssoope, competitive grade, $5.25 per 
0z. 

Snow shovels, black, long handles, 
steel, $4.40 doz. Galvanized, 17 x 16 


in. blade, $10 doz. 
SOLDER AND BABBITT.—U sual 
good demand continues. No price 
changes in this market. 
JOBBERS’ we anueee TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Warranted 50-50 solder, $35 per 100 
Ib.; medium 45-55 solder, $33 per 100 
Ib.; tinners, 40-60 solder, $30.50 per 
100 1b.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4, babbitt 
metal, $12 per 100 Ib. 
STEEL SHEETS.—Manufacturers re- 
port further advancing tendency—and 
sales are quite lively. The manufac- 


turers are using 1% of 1 per cent cash 














discount basis, but jobbers here will 
not abandon the old 2 per cent ten day 
terms. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

24 gage galvanized sheets, $4.65 
per 100 Ib.; 24 gage black sheets, 
$3.80 per 100 Ib. 

STOVES.—Excellent demand, prevail- 
ing prices are steady. No changes are 
likely. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. CHICAGO 
Crusader black finished parlor 
heater, $19.50 each; Crusader porce- 


lain enamel finish, $26.50 each; Tap- 
pan wood Cola Parlor heater, $51.25 
each; 16 in. Economy, $66.95 each: 


Economy, $72.45 each; oil heater, 12 
in., $6 each; oil heater, 14 in., $8 
each; oil heater, 16 in., $9.50 each: 
oil heater, 18 in., $11.50 each; hot 


door and ashpan, 
$11.20; 14 in., 
18 in., $16.65. 
in sales 
continue on stove pipe and elbows. 
Demand is heavy as prices are very 
low. Good quality dampers and 
shovels are in best demand. | 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Coal hods, galvanized, 17 in., 
to $5 doz.; dampers, reversible 
dle, 6 in., $1.25 doz.; dampers, 
reversible spindle, 6 in., $1.15 
elbows, 28 ga., 6 in., corrugated, 
doz.; fire shovels, colored handles, 
heavy fine finish, $2 doz.; pipe, 28 ga., 
6 in., lle. to 13c. joint; rugs, con- 
goleum stove, 4% x 41%, assortment 
of 6, $8.28 assortment. 


VELOCIPEDES.—tThe holiday demand 
is large, and better than a year ago. 
Prices remain the same. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Tubular velocipedes, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7.25 
each; 22 in. front wheels, 14 in. rear, 
$9.25 each. 


VENTILATORS.—Better 
Steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. CHICAGO: 


blast with mica 
nickel trim, 12 in., 
$12.70; 16 in., $14.65; 


$4 50 
spin- 
non- 


demand. 
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Diamond E Metal frame cloth 
ventilators, 8 in. hgt. opening, 16 in 
x 33 in., $4.40 dozen; 20 in. x 39 in., 
$4.80; 11 in. hgt. opening, 16 in. x 
33 in., $5.20 doz.; 20 in. x 39 in., $5.60 
doz. Continental, steel frame, cotton 
cloth, 833, $4.50 doz.; 837, $4.75 doz.; 
1137, $5.50 doz; 1145, $6.30 doz. Con- 
tinental, wood frame, cotton cloth, 
836, $3.60 doz.; 937, $4.50 doz.; 1537, 
$5.85 doz. 

WAGONS.—Christmas demand is ex- 


cellent. Prices are without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


144% x 33% steel wagon, 10 in. disk 
wheel, % in. tires, $3 each; 16 x 36 in 
wood wagons, 10 in. wheels, 4% in 


tires, $2.85 each 

WEATHER STRIP.—Excellent 

mand at steady prices. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 
1960 ft.; 


de- 







Home Comfort, $32 per 
Nu-Strip, $15 per 1000 ft.; Bomeco, 
type, A, % in., $2.40 per 100 ft.; Bo- 
meco, type B, 1% in., $3.20 per 100 
ft.: Bomeco, type AR, % in., $2.40 per 
100 ft.; Bomeco, type BR, 1% in 
$3.20 per 100 ft.; Tac-Ez 16 x 36 
window, 90c. each; Tac-Ezy, 42 x 42 
$1 each; Tac-Ezy, 3 x 7 ft. doors, 


$1.25 each. 


WINTER SPORTING GOODS.—Ice 
skates orders are coming in freely. 
Shoe skate outfits are especially active. 
Hockey sticks and skis are also in good 


| demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Key clamp rocker. men’s and boys’, 
bright finish, 75c. pair; half key 
elamp rocker, women’s and girls’, 
cast steel polished runners, $1.00 
pair; half key clamp hockey, women's 
and girls’ best steel runners, $1.35 
pair; children’s extension bob skates. 


polished, 35c. pair; nickel plated, 45c 
pair; Union tubular ice skate outfits, 
$4.60 outfit; Nestor Johnson flyer out- 
fits, aluminum finish, $5.25 outfit: 
Nestor Johnson flyer outfits. nickel 
plated, $6.00 outfit Strand } 


edgegrain pine, 
90c. pair; 6, ft., 
’ mahogany 
ir; 5 ft., $1.10 5 
Sleds.—Flexit 
cent off list. 








1928 Will Show Gratifying Gain, Says 


Missouri River Crossings Report 


(Kansas City office of HARDWARE AGE) 


| lasts from Dec. 


KANSAS CITY, Nov. 27.—Wholesale hardware volume continues to | 
| charges and finer shot. 


flow in a steady and satisfactory stream. 


Good as conditions are 


throughout most of the territory, some of the jobbers express sur- | 


prise at the persistent liveliness of trade. 


activity is affecting all seasonal items, although there is some won- 

derment about the tardiness of the movement in holiday goods. 
Travelers report that more dealers than ever are making plans 

to make a special drive for holiday business, yet this tendency is 


not yet reflected in orders. 


It is predicted that a sudden rush for | 


holiday merchandise will develop some eleventh-hour shortages. 


There is already a shortage of cabinet heaters. 

50 per cent ahead of what it was a year ago. 
of heating stoves are not moving so rapidly. 
ing heaters are going to the farm trade. 


This trade is about 

The “oak” types 
Most of the circulat- 
Stove sundries are active. 





Ammunition and guns are still in fev- 
erish demand. The duck season stimu- 
lated a heavy movement. This has been 


followed up by the quail season, which 
opened in Missouri Nov. 10 and lasts 
until Dec. 31. 


This season in Kansas 





In general, the current | 


The bird 
lighter 


20 to 30. 
shooting calls for shells with 


Steel traps are going out in good 
volume, under the stimulus of the open- 
ing of the season for fur-bearing ani- 
mals, Nov. 1. Muskrats, skunks, opos- 
sums, raccoons and minks constitute the 
chief objectives of the trappers. Word 
comes to the trade that the strike in the 
Belgian plant of the Browning Arms 
Co., Ogden, Utah, is over, and that the 
shortage of 16 and 20-gage guns with 
ribbed barrels experienced by jobbers 
in this territory is about to be relieved 

There is a shortage of radio tubes in 
some numbers. The political campaign 


| and fall athletic season precipitated an 


almost unprecedented rush for radio 
and radio supplies. Electric goods are 
active. The movement of electric lamps 
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is well ahead of what it was this time | prices are being booked by the travel- JOBBERS’ QUOTATIONS To RE. 
last year. ers. No new price figures, onoenne =: MISSOURI RiveR 
_ Financial and agricultural conditions JOBBERS’ QUOTATIONS TO RE. “Prete sees opener, 16 07. can 

in nearly every part of the territory are CAILERS, F.0.B. MISSOURI RIVER | $2.15 per doz.; case lots (24), 5°" 

i i ; CROSSINGS: | segs ae o%), 92 Der 

healthy. Dealers in all directions re- st emicoe : |  doz.; bowl cleaner, 22 oz. cans. $2 per 

. 2 Sage, 5 in. lap joint eaves | doz.; case lots (24), $1.85; furniture 

Port brisk trade. One of the larger trough, $4.75 per 100 ft.; 28 gage, 3 luster, No. 6, “Presto,” 6 oz. bottles, 

wholesale houses had the best October in. conductor pipe, $5 per 100 ft. $2.75 per doz.; case lots (12), $2 6, per 


doz.; No. 12 “Presto,”’ $4.50 per doz.: 
MILD STEEL BARS.—A healthy move- case lots (12), $4.32 per doz.:; tile and 
ment continues, though prices are a bit porcelain cleaner, $1.35 per doz.: case 


it had had since 1920. 
Wholesale hardware men have it 


pretty well settled in their minds by lots (24), $1.20 per doz.; window 
this time that 1928 will show a gratify- gg ~ piabeniown . cleaner, $3.75 per doz.; case lots (12) 
i i i * 4 TATIONS TO RE. $3.60 per doz.; waterless cleaner, 
4 gain over 1927, which was unusu TAILERS, F.0.B. MISSOURI RIVER $5.55 per dos.; case lots (12) sn, 
ally active. They see no reason _why CROSSINGS: per doz.; “Silvershyn,” $1.95 per doe, 
the present period of good business Bars, shapes and small angles, case lots (72), $1.80 per doz.: “Met-L- 
should not last until April, disregard- $3.56 per cwt. base; structural sizes Shyn,” pie age ta (48), 
: and shapes, $3.66 per cwt.; mild steel $3.60; oil soap, . per doz.; case 
ing whatever the Prospects for next bands, 3-16 and lighter, $4.21 por lots (36), $2.60 per doz.; dry cleaner, 
year S crops may be. Given good pros- cwt.; steel hoops, $4.66 per ewt.; re- $3.75 per doz.; case lots (12), $3 60. 
pects in the coming spring, the believe inforcing bars, $3.40 per cwt.; cold : a 
that the trade is heading in + Aes a rolled round shafting, $4.16 per ewt.: SCREWS.—A slight upturn in volume 
: . cold rolled square bars, $4.66 per cwi. is registering. Prices hold firm. 
prolonged period of prosperity. 
NAILS.—Business j fair. Prices not Sane Foe CATee TO Re. 
, : .—Busine s , .0.B. MI RI RIVER 
ALCOHOL.—An uppish price tendency any too stron onbeaene aw 
ill prevails in this market Volume . S " 20 
still p . ; JOBBERS’ QUOTATIONS TO RE. Flat head bright screws, 47%4-20 per 
is good. TAILERS, F.0.B. MISSOURI RIVER aaic-ar st; round «ne 
oS eeee ! nt o : e: 
JOBBERS’ QUOTATIONS TO RE. CROSSINGS: Seats wee 42%-15 per cent off 
TAILERS, F.0.B. MISSOURI RIVER Common wire nails, $3.40 per keg, list; round head brass screws, 371; - 
CROSSINGs: base (see new extras). 15 per cent off list. 


Denatured alcohol, 188 proof, for- 
mula 6, in 55-gal. drums, 6lc. per 
gal.; in lots of 5 to 9 drums, 59c. per 
Bal.; 10 to 19 drums, 57c. per gal.; in 


OILS.—Trade shows a moderately sat- SKATES.—Higher temperatures stim- 
isfactory movement and a stiffening of | ulate a livelier demand. Prices firm. 
prices which on raw linseed oil in bar- JOBBERS’ QUOTATIONS TO RE. 


lots of 20 or more drums, 56c. per 

gal.; $6 charge for drums, subject to rel lots have advanced 3c. a gallon. une. MISSOURI RIVER 
credit on return. JOBBERS’ QUOTATIONS To RE. Son; AGN. dine. Tati tera. 
: ; ee CROsE oF -0-8. MISSOURI RIVER ware Co. Club: No.’ 1624, $0.84. per 
AXES.—Business continues slow in this CROSSINGS: air; No. 1624%. $1.19: 'No. 52414, 
line. No change in prices, Raw linseed oil in bbl. lots, 87c. per 1.19; No. 424%, ge NG oped 
JOBBERS’ QUOTATIONS To RE gal.; boiled linseed oil in bbl. lots, | —. ey By 
TAILERS, F.O.B. MISSOURI RIVER ben Pet Sal; raw linseed olf in half $2.96; NO Beg cen ickel, $3.56. 
, F.0.B. 4 : $2.96; No. ockey, nickel, $3.56. 
CROSSINGS: bbl. lots, 92c. per gal.; turpentine in Shoe skates, T. A. Wood shoe com- 
’ i bbl. lots, 69c. per gal.; turpentine bined with’ No. 80 Union tubular, 

First quality, single-bitted, unhan- in half bbl. lots, 74c. per gal. $5.00 per pair, for men or women. 


dled axes, 3 to 4 Ib., $14.50 base: 
handled, $18.75 to $20.50 base. 


BUILDERS’ HARD WARE. — Fair 
weather and moderate temperatures are 


RADIATOR SHIELDS. — Business be- STORAGE BATTERIES. — Approach 
comes more active as colder weather | of December weather conditions stim- 
approaches. Prices firm. ulates business. Prices fairly steady. 


i JOBBERS’ QUOTATIONS TO RE. JOBBERS’ QUOTATIONS TO RE. 
pe on th ff cage epee ini TAILERS, F.O.B. MISSOURI RIVER TAILERS, F.O.B. MISSOURI RIVER 
Spl e ness in e€ season. CROSSINGS: CROSSINGS: 
Prices are firm. Radiator shields, Gem, adjustable, Automobiles, 6 volt, 11 plate, heavy, 
p - 
JOBBERS SUOTATIONS TO RE 13 plate, $10.75 each; 12 volt, 7 plate, 


No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discoupt of 30 
per cent, These models with water 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull brass finish, $19.25 
a hundred pair; 3% x 3%, $20 a hun- 


$12.85; 6 volt, 11 plate, thin, stand- 
ard terminal, $7.35: 6 volt, 13 plate, 
thin, for Ford and Chevrolet, $8.05. 


| 
No. 1, $4; No. 1-a, $4.50; No, 2, $4.50: | Standard terminal, $9.10 each: 6 volt. 
TIRES.—Volume not so good. Prices 


dred pair; 4 x 4, $27 a hundred pair: humidifiers are $1 extra each, list. | still competitive. 

heavy steel bevel inside Sets, case 5 

lots, $5.50 doz.; steel bit-keyed REGISTER SHIELDS.—Trade is grow- JOBBERS’ QUOTATIONS TO RE- 
=n oe oe ae . | TAILERS, F.O.B. MISSOURI RIVER 


front door sets, $18 per doz. set: ing brisker. Prices remain steady. CROSSINGS: 


wrought bronze metal, $2.25 per set; J | 
cylinder front deor ‘sets, wrought JOBBERS’ QUOTATIONS TO RE. Mansfield automobile, covered by 
bronze metal, $6.50 per set. CAILERS, F.0.B. MISSOURI RIVER | Standard warranty,,30 x 3%, oversize. 
CROSSINGS: heavy duty cord, 8.8., Cl., $7.25; ee 

o MoeAGE AND MACHINE BOLTS. | per $13; No.'10 Aoee tyne sip, wor | Sy IEADS BEE A gia 9d ana 
ber : " ype, ; No. oor type, ; No. Fs : mii, gt lar, 
Movement continues satisfactory. No 2, wall type, $6, and No. 20, wall tyne, , 931.28. 4.50, $0.90: 20 60g Ue. 
price changes, a age — — 4 wap ar 31 x 5.25, $12.90; $1 “tet hog 
JOBBERS’ QUOTATIONS TO RE. ozen. No. 1 and No. 2 are oxidize xX 6.00, $18. rucks, x » 8 ply, 
copper. No. 10 and No. 20 are black $20.55; 33 x 4%, $21.30; 30 x 5, $26.20: 

TAILERS, F.0.B. MISSOURI RIVER | geet Se 40:86 x 6 10 ats’ tance: 


led. f 
we Dagan | 34 x 7, $60.15: 40 x 8, 12 ply, $91.60. 
ROPE.—Volume holds up remarkably (All foregoing prices subject to 5 per 
well. No price change since recent ad- cent trade discount.) 
TUBES.—Trade shows some seasonal 


CROSSINGS: 

Small carriage, rolled thread, 50-10- 
10-5 off list; small Carriage cut 
thread, 50-10-5 off list; large carriage 


cut thread, 60-10-5 off list; ‘small vance, 
list; small necck re, 80-20-10-5 ne} JOBBERS’ QUOTATIONS TO RE. | recession. Prices not any too steady. 
st; : -10-5 
from list as of April 1, 1927 CROSSINGS, 7 MISSOURI RIVER JOBBERS’ QUOTATIONS TO RE. 
High j TAILERS, F.O.B. MISSOURI RIVER 
CHAIN. — Business is fairl E Shest quality manila rope, stand- CROSSINGS: 
Pri fi alr'y good ard brands, 22c. per Ib., base; No. 2 Mansfield, 30 x 3%, heavy duty, 
ces are firm. manila, standard brands, 20c. per Ib., tan, $15.60 per doz.; 3i x 4. tan. $i3 
JOBBERS’ QUOTATIONS TO RE. base; No, 1 sisal rope, highest qual- per half doz.; 33 x 4, tan, $13.20 per 
TAILERS, F.O.B. MISSOURI RIVER ity, standard brands, 19c. per Ib.: half doz.; 32 x 4%, tan, $15 per half 
CROSSINGS: No. 2 sisal rope, standard brands. doz.; 33 x 4%, tan, $15.60 per half 
15%c. to 17¢. per Ib base doz.; Balloon, 29 x 4.40, heavy duty, 
Proof coil chain, % in., $9 per cwt.: : sd ; $18.60 per doz.: 30 xX 5.25, $12.90 per 


half doz.; 81 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.60 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2%-in. pole, reinforced valve base. 
vulcanized splice, full size valve, 75c. 


Dor te, TEMS, 250 ft. “reel lots, $6 SANITARY PRODUCTS.—This _ linc 
ca continues active and shows up as one 
EAVES TROUGH AND CONDUC. | of the livest household series ever taken 
TOR PIPE.—Volume is going out in a on by the hardware trade. No price 


still steady stream. Futures at current changes. each; 29 x 4.40, 9201 eax 
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(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, Nov. 27.—The sustained strength of the copper mar- 
ket is beginning to find reflection in the prices of copper base hard- 
ware products. An advance of 10 per cent in prices of solid brass 
and bronze builders’ hardware has been announced by all of the 
leading manufacturers effective immediately. Brass wood screws 
have gone up 5 per cent, while higher prices are noted for copper 
rivets and burrs, copper tea kettles, wash boilers and other copper 
items. An advance of 20 per cent has been made in sand-paper. 
Prices of linseed oil and turpentine have moved up sharply since 
last reports. Since there is a stiffening tendency in steel prices, it is 
unlikely that goods into the making of which steel enters will be any 
lower. There is a generaliy strong undertone to the hardware mar- 
ket, a condition that usually inspires confident buying, but does not 
appear to be effective in that way at present. While hardware busi- 
ness as a whole is making a good showing in comparison with the 
average of recent years at this season, it lacks the snap and volume 
that are so pleasing to those who distribute goods. The coal situa- 
tion does not improve much and that means much to some of the 
hardware jobbers. The steel industry is doing much better in point 
of business and plant engagement than at this time last year, but is 
well below its October gait. The remainder of the year is likely to 
be rather quiet, although the prospect of higher prices on first 
quarter of 1929 tonnages will probably stimulate orders and speci- 
fications during December, especially if the manufacturers are rigid 
in respect to the clause that is-contained in fourth quarter contracts 
which calls for specifications by Dec. 15, under the penalty of can- 
cellation of unspecified orders by that date. Inventory considera- 
tions, however, will be a factor in demand. 


ALARM CLOCKS.—Demand still is AUTOMOBILE TIRES AND TUBES. 
steady and strong, as usual at this time | —The response in sales to the fact that 
of the year. 


JOBBERS’ QUOTATIONS TO RE- | cheaper is disappointing. 








Plain Luminous TAILERS, F.0.B. PITTSBURGH: 
Dial Dial Mansfield Baloon Tires and Tubes: 
Se ae $2.29 $3.16 -——Casings——, Heavy 
Se ee 2.29 3.16 Heavy Duty 
Oe ee 1.05 1.58 Size Regular Duty Tubes, 
_ Meter ...... 1.40 2.10 | 4 Ply 6 Ply Each 
wk rere me 2.46 | 19 in.—27x4.4 $1.40 
Ingersoll .... 1.08 to 2.24 1.55 to 3.09 | d:4n'—s9n4'40 9.50 1°50 
7 | 9 j — 5 it a 
AUTOMOBILE ACCESSORIES— | 7 in-—30x450 er) ae 
Chains have not yet begun to move | 20 in.—29x4.75 1.70 
° PS ‘ 91in— vi oF 
with real freedom, but there is a fair | 7} in.—30x4.75 . 
movement in anticipation of future 20 in.—30x5.00 1.80 
. . . . 9 i eee ry D 
needs. Anti-freeze radiator liquids are ga ee 
doing well. 18 in.—28x5.25 1.85 
9 in.—29x5. 25 ae 
JOBBERS’ QUOTATIONS TO RE- ao in eeek an 13.85 200 
TAILERS, F.O.B. PITTSBURGH: 21 in. 14.35 2.05 
_ Tire Chains.—Lots of 1 to 9 pairs, vies 2.20 
list less 30 per cent; 10 to 49 pairs, 14.80 : 
(one shipment), list less 35 per cent: 20 in.—30x5.50 15.65 2. 
0 pairs and over (one shipment), 18 in.—30x6.00 15.75 2.25 
list less 40 per cent; adjusters, 50c. 19 in.—31x6.00 16.25 2.30 
to 65c. per pair; pliers, 45c. each; | 20 in.—32x6.00 16.55 3.49 
links No. 1, $3.50 per carton; No. 2. | 2! in.—33x6.00 = (fo 
$3.25; No. 3, $3 | 22 in.—34x6.00 17.80 2.50 
» $3. ae a he 2s 
Radiator Compounds.—Denatured a ale = 3.55 
Ieohol : = " 8 in.—30x6.50 19.15 2.50 
alc , 1 to 4 barrel lots, 60c. per 19 in.—31x6.50 1955 260 
gal.; 5 to 9 barrels, 58c.; 10 barrels ‘Sin -_Seee & veh mn 
4 : 20 in.—32x6.50 19.80 2.70 
or more, 56c.; Prestone, 1% gal. and 21 j 23x6 50 . ao 
1 gal. cans, $3.60 per gal.; % gal. | 21 in.—33x6.50 20.40 2.85 
cans, $3.80 per gal | ws an 20.30 2.85 
: 20 in.—32x6.75 2 3.15 
ee ee Tee of 100 ct over, 21 in.—33x8.75 2915 3.20 
. @ach; less than 100, 53c. each. 20 in.—34x7.30 30.30 3.45 





Pittsburgh Reports Price Advances 
in Several Lines—Trade Active 


| tires and tubes have never before been | 


Mansfield High Pressure Tires and 











Tubes: 
Heavy Heavy 
Duty Duty 
Size Cords Tubes 
Each 
ee . $5.85 $1.20 
30x3% Extra Size Cl 7.05 1.30 
3. 8: 1.30 
5 1.60 
1.90 
2.00 
2.05 
2.30 
2.35 
2.45 
2.50 
2.70 
2.80 
f 1 3.20 
Maa a sts coe Bee8O 3.40 
BATTERIES.—There is a fairly good 
demand for radio dry cell batteries. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
sgroken Unit 
| Packages Packages 
| No. 485 . ree ye $2.06 
No. 486 ove eee 2.97 
| No. 722 06 1.92 
| No. 770 . ne 00 2.80 
| No. 768 eo oaig 606: eae 1.14 
No. 774 $2 39 
| No. 763 1.05 97 
} No. 766 1.40 1.30 
No. 779 1.40 1.30 
No. 767 .. 2.06 1.92 
NG: 762. .... ee 1.79 
No. 6 dry cells, ignition type, unit 


packages, 36c. each. 
Flashlights.—No. 935, 6%c. each; 
No. 950, 6144c.; No. 790, 13¢e.; No. 705, 
1914c.; No. 750, 13%4c.; No. 791, 13c. 


Hot Shot.—No. 1461, $1.67; No. 1661, 
9 97 


BOLTS, NUTS AND RIVETS.—De- 
mand runs chiefly to small lots, but is 
pretty constant. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list: stove bolts, 75 and 10 per 
| cent off list; tire bolts, 60 and 10 per 
cent off list. 





Nuts.—All styles, 60 per cent off 
list. 
Rivets.—Large, $3.50 base per 100 


| pieces; small wagon and tinners’ riv- 

| ets, 60 per cent off list. 

| BUILDERS’ HARDWARE.—Fffective 
immediately all solid brass and bronze 
locks and sets have been advanced 10 
per cent, this being in keeping with the 

| strong copper market. Steel goods have 

| not been changed, but are very firm in 


| price. Business is good for the time of 
| year. 
JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 x 3 in.. $18.50 per 100 pair: 
3% x 314 in., $19; 4 x 4 in., $30 
Hinges.—Heavy strap, 
per doz.; 8 in., $2.85; 
extra heavy T, 6 in., $2 


6 in., $1.85 
10 in., $4.80; 
30 per doz.: 


8 in., $3.40; 10 in., $5.40; light strap. 
with screws, packed one pair in a 
box, 3 in., $9.60 per 100 pair: 4 in 


$11.60; light, 2, 3 in., $11 per 100 pair: 


4 in., $12.60. 

Hasps.—Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.;: 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 41% in., $1.14: 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 


in., $3 per set 
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COPPER PRODUCTS. — Rivets and 
burrs are higher, local jobbers now 
quoting them at 30 and 10 per cent off 
list, f.0.b. Pittsburgh, to retailers, Cop- 
per tea kettles also are higher, with 
the jobbers’ prices to retailers, f.o.b. 
Pittsburgh, now $19.80 per dozen for 
No. 38 and $21.40 per dozen for No. 39. 
There has been a 5 per cent advance in 
copper wash boilers and tea and coffee 
pots. 


HEATING ACCESSORIES.—Radiator 
and register shields still are wanted and 
orders still are coming along for most 
of the other items under this head, but 
for the most part they are of fill-in 
character. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 


Stove Boards.—Square wood lined, 
24 in., $12.60 per doz.; 28 in., $18 per 
doz.; 30 in., $20 per doz.; 36 in., $29 
per doz.: paper lined, 24 in., $7. 50 per 
doz.; 23° in., $9.50 per doz.: 30 in., 
$10. 80 per doz.: 35 in., $16.20 per doz. 

Stove Pipe.—Nested, sheet steel, 5 
n., $3.20 per crate; 6 in., $3.40; 7 in., 
$4.05; corrugated elbows, 5 in., $1.30 
per doz.; 6 in., $1.40; 7 in., $1.85; 
aluminum pipe, 4 in., $7.20 per doz. 
joints; elbows, $5 per doz. 

Furnace Pipe.—No. 26 gage, 8 in., 
16c. per ft.; 9 in., 17c.; elbows, 8 in., 
36c. each; 9 in., 40c. 

Dampers and Flue Rings. —Damp- 
ers, 3 in., $1 per doz.; 4 in., $1.10; 
5 in., $1.20; 6 in., $1.35; 7 in., $2: flue 
rings, 3 in., $1 per doz.; 4 in., $1.25; 
5 in., $1.90: 6 in., $2.20; 7 in., $2.75. 

Coal WHods.— Galvanized, 16 in., 
ss. eq per doz.; 17 in., $4.75; 18 in., 


“oo ge —Black, 8 ft., $6 each; 
10 ft., $7.50; 12 ft., $9. 

Fire cue. —Stamped sheet steel 
japanned, flat handle, $50c. per doz.: 
round handled japanned, 60c. to 
$1.10; galvanized, $1.10. Nese: Break 


No. 10, $4.25; No. 16, $4.50; No. 20, 
$4.80; pokers, $2.40 per doz. 

Furnace Scoops.—No. 150-B, $7.50 
per doz.; No. 80, $4.80; No. 81, $4.20. 

Gas Connections.—Lead, 12 in., 22c. 
each; 18 in., 26c.; 24 in., 29c.; 30 in., 
33c.; 36 in., 37c. Flexible steel tub- 
ing, 3 ft. lengths, lic.; 4 ft., 18c.; & 
., 200.; @ it.. Ie. Cloth inserted 
tubing, 41%c. per foot. 

Register and Radiator Shields.— 
Register shields, No. 1 floor, $12 per 
doz. net; No. 10, $10; wall, No. 2, $6 
per doz.; No. 20, $5.20; radiator sheet 
steel adjustable, No. 1, $4; No. 2, 
$4.50; No. 3, $5; No. 4, $5; No. 5, 
$5.50; No. 6, $6 list, subject to deal- 
ers’ discount of 30 per cent. 


LANTERNS.—Demand is_ seasonally 
good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Gasoline.—No. aa A 95 each; No. 
228, $6.30; No. 327, f 

Kerosene. ie Ons per doz.; 
Junior, $8.50; Little Wizard $8.50; 
D’Lite, $13; Junior Wagon, $17.25. 


PAINTING SUPPLIES. — Turpentine 
has advanced sharply since last reports 
and linseed oil is almost %c. per lb. 
higher than a week ago. Business is 
about of seasonal proportions. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per 
gal. higher); white lead, 13%c. per 
Ib. in 100-Ib. lots; 10 per cent less in 
lots of 500 lb. or more, and extra 4 
per cent less in lots of a ton or more; 
turpentine, 77c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. in 
barrel lots. 


SANDPAPER.—An advance of 20 per 
cent in prices just announced by lead- 
ing manufacturers is explained by the 
fact that such an increase was neces- 
sary to place prices upon a profitable 








basis. 





WOOD SCREWS.—No change in stee} 
screws, but the advance in copper has 
resulted in an advance of 5 per cent in 
brass screws, which jobbers now quote 
to retailers, f.o.b. Pittsburgh, at 40 and 
20 per cent off list for flat head and 35 
and 20 per cent off list for round head, 
WIRE PRODUCTS.—Fair call for 
nails, but not much activity is observed 
in other common wire products. Mills 
are said to be considering an advance 
of $2 a ton on first quarter tonnages. 
Woven wire fence is to be sold here- 
after on a zonal delivered price basis, 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 





per 100 Ib. — Galvanized 
No. 6 to 9 gage...... $3.0 $3.50 
No. 10 3 10 3.55 
No. 11 3.60 
No. 12 3.70 
No. 13 3.85 
No. 14 4.05 
No. 4.30 
Yo 3.80 4.45 
Barbed “wire (per 80-rod spool): 
a eC rene $2.97 
DG UE 80564550 S520se0ses00 San 
DINE MEE, dn oa denen tba sedaewe'sss 3.43 
EE: CEE. 5654 i56s6 sah owiawss BAe 
2-point cattle (special) ........ 2.25 
Field Woven Wire Fence (per 100 
rods): 
|) aR RE he eee $39.80 
Se issn siscksaceediode+ésss BBD 
SEE ckinwesarieesceasaancans 27.70 
RT See 37.00 
ee | SE A rrr 35.80 
gt Me Erne ene ey ee 49. 20 


NO, “EROO cosvecnceaw nents cossceae 36.50 
INO. UBB csccvecvesccesseeserce 44.00 
INO, MEO aSsnvwencescess0seas ee 49.50 


Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 





Seer Serer 
SS: rea ae 55c. each 38c. each 
: ree. 65c.each 40c. each 
7% ft. EP Peer Ppa teen 45c. co 





Unusually Good Trade Conditions 
Reported from Twin Cities 


MINNEAPOLIS, Nov. 27.—In the 


(Minneapolis Office of HARDWARE AGE) 


Northwest tributary to the Twin 


Cities, we are and have been enjoying rather unusual conditions as 
to weather, which have allowed fall work to progress farther than 


in other years. 


In many parts of the territory there has been no 


snow, or excessive fall rains, and roads have been good for market- 


ing the year’s products. 


This had been a distinct aid to general conditions and merchants 
are looking forward to an excellent trade for the rest of the year. 
While there has been no ice for outdoor skating, skates are begin- 


ning to sell, as well as other winter sports equipment. 


Interest in 


hunting has been unusually high this fall, and the “northern flight” 
of ducks has but just passed, all of which has meant good business. 
Prices are firm, showing no changes for the week. 





AXES.—Demand is steady, with good 
volume. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz. net. 
AUTOMOBILE TIRES AND TUBES. 


—Sales have held up well this fall and 








stocks are still in good condition. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 x 
3%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 
4.40, $9.15; 30 x 5, $13; 32 x 6, heavy 
duty, $21.10; 32 x 6.20, heavy duty, 
$24.85 each, less 5 per cent. Mans- 














field tubes, tan, 30 x 3, single lots, 


$1.50; case lots (12), $1.40; 32 x e 
Single, $2.50; case (12), $2.40; 34 x 4% 
single, $3.10; case (12), $3; gray 
tubes, balloon ae 21x 4.40, $1.80; 
case (12), $1.7 29 x 4.40, single, 
1.85; case’ (12), * 1.75; 30 x 5, single, 
$2.25; case (12), $2.15; 32 x 6, single, 
$3.10: case (12), $3; 32 x 6.20, single, 
3.50; case (12), $3.40 each, less 10 
per cent. 


BALE TIES.—Call for ties is steady, 
with good volume. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single loop bale ties, 94% x 14, $1.64: 
9% x 15, 46; 9% x 14, $1.68 per 
bundle, net. 


BUILDERS’ HARDWARE.—Deliveries 
are still fair, with the building season 
extended by the good weather of the 
season. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper 
and dull brass finish, 19c. pair in less ° 
than case lots, 18c. pair in case lots; 
4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair in less than 
case lots 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylinder 
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prass outside trim, bit-keyed front 
door sets, per set, $1.85; cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., T5c. pair; heavy 
plain strap hinges, 4 in., 98c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 
in., 62c. doz. pair; 4 in., 78c. doz. 
air; heavy plain tee hinges, 4 in., 
$1.06 doz. pair; 5 in., $1.20 doz. pair; 
6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz, pair; 10 in., $4.53 doz. pair net. 





to the volume of business. 


nual bonuses will be paid according 





PYREX OVENWARE.—Call is steady, 


with fair volume. Prices have 


changed. 


not 


JOBBERS’ QUOTATIONS TO RE- 


F.0O.B. TWIN CITIES: 
Oe 


TAILERS, 

No. 623 casseroles, 
casseroles, $1.33; 
$1.33; 


No. 624 
No, 634 casseroles, 
No. 212 bread pans, 60c.; No. 


200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, Gic.; No. 


12 teapots, $1.67; No. 26 


teapots, 


$2.33 and No. 953 percolator tops, 7c. 








Flat head, bright wood screws, 50 
per cent; flat head japanned, 3744 per 
cent; round head blued, 45 per cent; 
round head iron nickel plated, 25 per 
cent; flat head brass, 45 per cent; 
round head brass, 40 per cent from 
lists. 

SKATES.—Demand is starting and will 
undoubtedly increase rapidly with the 
coming of colder weather and the ap- 
proach of the holiday season. Stocks 
are all in place and merchants are an- 
ticipating an excellent demand. 





GLASS AND PUTTY—Sales show a 
good demand for this line, with stocks 
well filled. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 
Minnesota prices 83 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


NAILS.—Deliveries are holding up 


each net. 
SANITARY PRODUCTS.—Sales are 
good in many of the items shown and 
stocks are well filled. Prices have not 
changed. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0O.B. TWIN CITIES: 

_ Presto Products.—Oil soap, 16 02. 

size, 










2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 







i i a 16 oz. size, $2 per doz.; tile and por- 

well, with tea unchanged celain cleaner, 16 oz. size, $1.20 per 
JOBBERS’ QUOTATIONS TO RE- doz.; Met-L-Shyn, 8 oz. size, $3.60 
TAILERS, F.O.B. TWIN CITIES: per doz.; Silvershyn, 4% oz. size, 






$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 PS doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
OIL STOVES AND HEATERS.—Sales size, $5.40 per doz.; Presto Lustre, 6 
are fair, with the demand for oil heat- las cep —— ner Pet Oy Epes 
e . “ os oh . oO. 
ers the best. Prices have not changed. . Le 


oy wae sy Cleaner, 8 oz. size, 

i ATIONS TO RE- 0. per doz, : 

TAMERS, F.O.8. TWIN CITIES: _Desolvo special pipe cleaner, 10 oz. 
No. 500, Nesco oil stoves, $80 each; size, less than case lots, $2.25 per 

No. 213, $22 each; No. 213, with No. 


doz.; case of 3 doz., $2.15 per doz., 
1103 shelf, $28.50 each, less 30-5 per and in gross lots, $2 per doz. Desolvo, 
cent. Perfection oil "ranges, white 


triple strength, 16 oz. size, case of 2 
porcelain with built-in ovens, No. 


doz. cans, $4 per doz.; half gross lots, 
339-5 Superfex burners, $140; No. 279 $3.75 per doz.; in gross lots, $3.50 per 
$120. Stoves No. 74, 4 burners, $29.50; 





Standard wire nails and cement 
coated wire nails in 100 lb. kegs at 
$3.10 per keg base. 















doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 








No. 73, $23.25; No. 72, $18. Puritan and gross lots, $6.50 per doz. 

oil ranges, white porcelain, with Kloset Klean.—22 oz. size, less than 
built-in ovens, No. 249, $122; stoves case lots, $2.25 per doz.; case of 2 
No. 44, 4 burners, $29.50; No. 43, 3 doz. cans, $2.15 per doz.; gross lots, 
burners, $23.50; No. 42, $18. Puritan $2 per doz. 





Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 per 
doz. 

Chaco boiler liquid, single quarts, 
$2.50; half doz. quantitv. $2 per qt., 
and doz. quantity, $1.75 per at. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.: Her- 
cules boiler compound, qt. cans, $1.50 
each. 

Economy plumber drain pipe clean- 
er, 1 lb. cans, $2 per doz.; 2 lb. cans, 


pressure-gas (gasoline) white porce- 
lain range with built-in ovens, No. 
759, $128; stoves No. 714, 4 burners, 
¥ $38; No. 713, $33; No. 703, 3 burners, 
$26.50 list. a 
Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 _ burner, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burner, glass drop. door, 
$5.50; No. 42, 2 burner, steel drop 
door, $5.25 list. 
Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 
Perfection oil heaters, No. 1686, 
green porcelain, Pyrex globe, $16.50; 





















No. 1526, black japan, Pyrex globe, $3.90. The 1 Ib. size is packed in 1, 
$9.75; No. 1530, black japanned, 2 and 3 doz. to the carton, and the 
nickel trimming, $9.25; No. 525, black 2 Ib. size is packed 1 and 2 doz. to 






the carton. 
SCREWS.—Demand is fairly good, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 















SOLDER.—Demand is 
prices unchanged. 


STOVE PIPE, ELBOWS 
PERS.—Sales are 
stocks well filled. 
quoted. 


stocks ample. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Ice skates, No. 1624, men’s, 84c.; 
No. 52414, $1.19; No. 92414, $3.31; No. 
94, $3.13; No. 5%, 84c.; ladies’ skates, 


562414, $1.24; No. 5924%4, $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 


num finish, $6.75; nickel finish, $7.75 
pair, net. 


steady, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and half solder at 34c., 
and warranted half and half solder 
at 35c. a lb. in 100 lb. boxes, net. 


STEEL SHEETS.—Deliveries are fair, 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
cwt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.): 
Armco galvanized iron, 24 ga., $6.65 
cwt., net. 


very good, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated, 6 in. 
elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle, dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Call is good, with 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Crystalized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
$25.95 doz., net. 


STOVE SHOVELS.—Sales show a good 
volume, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove shovels, japanned, 14% in., 
50c.; Jumbo, japanned, 21% in., $1.35; 
Jumbo, Jr., japanned, 75c. doz., net. 











FTER a grindstone in the large plant of Henry 

Disston & Sons, Inc., in Philadelphia, Pa., is worn 
down to about 214 feet in diameter, it becomes necessary 
to revolve it at too high a speed to give best results. 
It is then replaced by a larger stone. 

These cast-off stones have been used for walks and 
walls. Recently they were used for the first time for 
road building. 

The illustration shows the road under construction in 
the Disston plant. After the grindstones were laid in 
position the interstices were filled with small pieces of 
grindstone, cement and sand. Then a thin layer of sand 
was spread over the whole bed. The result was a smooth, 
substantial road, which is standing up well under heavy 
truck traffic. 
















A Grindstone Road—Probably the Only One in the World! 
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Cleveland Jobbers and Retailers 





Expect Heavy Christmas Trade 











(Cleveland office of HARDWARE AGE) 
CLEVELAND, Nov. 27.—Hardware business is good in staple and 
in most seasonal lines. Jobbers and retailers are looking for a 
heavy volume of business in the holiday merchandise. Electrical 
heating appliances of all kinds are moving exceptionally well for 
the Christmas trade. The same is true of flashlight cases and sets. 
Skates and sleds are not selling as well as they should at this time 
of the year. There is a heavy demand for radio sets and tubes. 
Some manufacturers of sets have all the orders they can fill during 
the remainder of the year and a shortage continues in AC tubes. 
Jobbers continue to take considerable business in poultry netting, 
wire cloth and binder twine for spring shipment and are also selling 
some screen doors and windows for that delivery, all subject to 
prices that have not yet been announced. Few price changes are 
reported. Brass valves and fittings have advanced 5 per cent and 
manufacturers have also advanced plumbers’ brass goods 5 per cent, 
but the latter has not yet been marked up by jobbers. Soil pipe has 
also advanced. 
AUTOMOBILE TIRES AND ACCES- Mansfield Truck Cords: 
ic i Truck 
SORIES.—Recent price reductions on _— —— Bach 
tires and tubes have helped to stimulate 32x41 $20.05 $2.35 
the demand, which is fully up to normal 33x41 20.75 2.45 
for this season of the year. ois ts 86 «Sas 
JOBBERS’ QUOTATIONS TO RE- 33x5 28.25 3.20 
TAILERS, F.0.B. CLEVELAND: 34x5 30.35 3.30 
-——Casings— 35x5 31.05 3.40 
— 37x5 27.35 3.80 
Regular Duty 2x8 ious b.08 
Size ieee a 36x6 46.60 5.40 
Tubes Each 34x7 60.15 705 
27x4.40—19 $7.20 ste $1.40 38x7 65.35 7.65 
29x4.40—21 7.60 9.50 1.50 36x8 85.35 9.45 
30x4.50—21 1 11.05 4 40x8 91.60 10.20 
28x4.75—I1$ 9.15 Sekt 65 ‘ ‘ 
sont 7820 9.58 170 | BOLTS AND NUTS.—While these are 
30x4.75—21 9.95 1.75 not moving quit 
29x5.00—19 9.90 1.75 the 4 > rs e as well as recently, 
30x5.00—20 10.20 1.80 € demand Is fair. 
31x5.00—21 10.65 185 | JOBBERS’ QUOTATIONS TO RE- 
32x5.00—22 ET et TAILERS, F.0.B. CLEVELAND: 
EH 11.55 190— («| Machine and carriage bolts, cut 
30xk 2520 11:90 13.85 2:00 =| ~ thread, hot pressed and cold punched 
31x5.25—21 12.25 14.35 2.05 nuts and lag screws, less than case 
28x 50—18 12.30 . 2°20 lots, 60 per cent off list; bolts with 
29 5 50—19 12.65 14.80 2°25 rolled thread, % in. x 6 in. and 
30x85 £0—20 oe 15 65 3°35 smaller, 60 and 10 per cent off list; 
30 6.0018 “ere 15.75 9°95 additional discount of 10 per cent is 
x6 0019 Kona 16.25 2°30 allowed for full case lots of one size. 
Hae 20 5 a 16.55 2.40 Stove bolts, 75 and 10 per cent off 
33%6.00—21 seta 17.10 255 list; semi-finished nuts in bulk, 60 
pa ae 17.80 2°50 per cent off list; 54 per cent for 
35x6.00—23 os Be 2.55 packages. 
30x6.50—18 ca, 19.15 4 GLASS CLOTH AND CELL-O-GLASS. 
hae og — oo 2°70 Cell-O-Glass is an active item for imme- 
33x6.50—21 nae 20.40 2.85 diate shipment. 
te a —- 2 oo JOBBERS’ QUOTATIONS TO RE- 
33x6.75—21 ne 92 15 3 20 TAILERS, F.O.B. CLEVELAND: 
24x7.30—20 (one 30.30 3.45 Cell-O-Glass in 100-ft. rolls, 12c. 
: per sq. ft.; glass cloth in 100-yd. 
Mansfield High Pressure Cords and rolls, 24c. per sq. yd. 
— Casings Heavy | ICE SKATES.—Buying for the coming 
Heavy Duty skating season has not yet got well 
Duty Tubes d 
Size Each under way. i 
ne ERE nase Meer $5.85 $1.20 JOBBERS’ QUOTATIONS TO RE- 
30x3 1% Extra Size Cl.. 7.05 1.30 TAILERS, F.0O.B. CLEVELAND: 
30x3%% S.S. ...---.-0e 8.85 1.30 Union Hardware Co. line: Alumo 
SEEAE Kendessbonstbiase 10.05 1.60 shoe skates, standard model, $6.75 
OE apheseesspseo+eeee 11.10 1.90 per pair; special, $5.50 per pair; pro- 
EES Ee ae 11.80 2.00 fessional, $8 per pair; Crusader, $4 
DU <a5.ccbusseseveencee 12.40 2.05 per pair; clamp skates, No. 1624, 84c. 
DERE. oo cwnmuend sx ¥o0ss 12.95 2.30 per pair; No. 162414, $1.19 per pair; 
0 Saepiee sage cr 15.55 2.35 No. 1724%, $1.62 per pair; No. 52414. 
|. ee ee 16.20 2.45 $1.27 per pair; No. 5624, ladies’, $1.12 
, Pre ree 16.70 2.50 per pair; No. 562414, ladies’, $1.44 per 
Oe Faas: 17.85 2.70 pair; No. 524%, ladies’, $1.55 per pair; 
PEGE. -t1etasoeeasases 18.40 2.80 children’s extension bobs, 40c. per 
PSR ear ere 21.15 3.20 pair; self-contained ball bearing 
MM sisicsedensantepae 22.70 3.40 rolls, $1.20 per doz.; malleable iron 
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skate keys, 36c. per doz.; stamped 
steel keys, 30c. per doz.; Union skate 
sharpeners, $1.86 per doz.; tan strips, 
5% in. x 20 in., $1.50 per doz. pair; 
% in. x 28 in., $1.85 per doz. puir: 
% in. x 20 in. web, $1.10 per doz 
pair; % in. x 28 in. web, $1.40 per 
doz. pair. 


LANTERNS.—These are still in fair 
demand. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

Victor, hot blast lanterns, $8.50 pe: 
doz.; Blizzard, $13.25 per doz.; D-Lite, 
$13.25 per doz; large fount, D-Lite, 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green god, 
$11 per doz. 


NAILS AND WIRE.—Jobbers report 
about the normal seasonal demand. 
Prices are well maintained and there is 
some talk of an advance for the first 
quarter. Jobbers have stocks. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Nails, factory shipment, car lots, 
$2.65 per keg; less than car lots for 
either factory or stock shipment, 
$2.85 per keg. 

No. 9 galvanized wire, $3.30 per 
100 Ib.; No. 9 annealed wire, $2.85 
per 100 lb.; polished fence staples, 
$3.30 per 100 Ib.; galvanized fence 
staples, $3.55 per 100 Ib. 

Barbed Wire.—Barbed wire, stock 
shipment, Lyman, 4 point, $3.08 per 
80-rod spool. Hog wire, $3.33 per 80- 
rod spool. 


OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Gas heating stoves 
are selling well. The demand for oil 
stoves is not very active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 


Perfection oil stoves, white porce- 
ain with built-in ovens, No. 339 
with 5 superfex burners, $140; No 
279, $120; stoves, No. 74, 4-burner, 
$29.50; No. 73, $23.75; No. 72, $18. 

Puritan oil range, white porcelain, 
with built-in oven, No. 249, $122; 
stoves, No. 44, 4-burner, $29.50; No. 
43, 3-burner, $23.25; No. 42, $18. 
Puritan pressure gas white porcelain 
range, with built-in oven, No. 759, 
$128; stoves, No. 714, 4-burner, $38; 
No. 713, $33; No. 703, 3-burner, $26.50. 

Ovens, Perfection, No. 211, 1- 
burner, plain door, $2.50; No. 211G, 
glass door, $2.70; No. 122G, 2-burner, 
glass swinging door, $6.20. Puritan, 
No. 42G, 2-burner, glass drop door, 
$5.50; No. 42, 2-burner, steel drop 
door, $5.25. 

Oil heaters, Perfection, portable 
kerosene-burning room heaters, No 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
glove, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525. 
black drums and trimmings, $7.25. 

Dealers’ discount on net purchases 
of above items of less than $100, 30 
per cent; on over $100, 33% per cent 
Peas type gas pressure heaters, 


Nesco oil cook stoves, No. 212, 
$11.50 each; No. 214, $14.60 each: No 
214, $18.60 each; No. 850 range, $416.55 
each; shelf or 2-burner cook stoves, 
$3.50 each; same for 3-burner, $4.35 
each; same for 4-burner, $5.35 each: 
Nesco oil heaters, No. 015, $4.35 each: 
No. 016. $5.45 each; No. 0190, $7 each: 
No. 505, Giant, $7.45 each. Rock 
weave wicks, $2 per doz. 


PAINTERS’ SUPPLIES.—Turpentine 
and linseed oil have advanced. Jobbers 
are doing a good business in paint spe- 
cialties for spring shipments. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Mixed paints, first quality, $2.60 
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Remington Kleanblade Household Slicer 
With Bakelite Handle K-8608 8-inch Blade 
Retail Price $1.50 


FIRST IN THE FIELD 


Here is a new Remington number 
that will sell on sight. Remington 
Kleanblade Household Slicer 
K-8608 has a mottled, maroon 
bakelite handle, moulded on each 
blade under high steam pressure 
making it seamless—no joints or 
cracks where moisture or bacteria 
can collect. Bakelite is non-absorb- 
ent and will not warp, crack, or 
blister even in boiling water. Blades 
are of stainless steel, Kleanblade, 


made to Remington’s specifications. 


This knife selling at such a low 
price ($1.50 each) makes it popular 


in the kitchen. Its beautiful appear- 


ance makes it a fitting accessory to 
It is the first 
of a Remington series of bakelite- 
handled knives. It will be followed 
about the first of the year by 7 and 8 


inch butcher knives, paring knives, 


any dining room table. 


lunch knives and utility knives. 
Each Household Slicer K-8608 is 
packed in a handsome individual 
box of brown imitation leather, with 
the knife inset in an attractive cut- 


They make ideal Christ- 


mas gifts and year round best sellers. 


out panel. 


Order from your jobber at once 
and add this splendid item to your 
Christmas cutlery display. 


President. 


REMINGTON ARMS COMPANY, Ince. 


Originators of Kleanbore Ammunition 


Telephone, Bowling Green 3392 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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less than bbl., $1.08 per gal. 


White lead in 100-Ib, kegs, 13%c. of activity in register shields. 
per Ib.; in 50 and 25-lIb. kegs, 13'4c. 
per lb.; in 12%-lb. kegs, 14%4c. per JOBBERS’ QUOTATIONS TO RE- 
ib. Quantity discounts, 500 Ib. to 1 TAILERS, F.O.B. CLEVELAND: 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. Radiator shields, Gem, adjustable, 
Enameling lacquers, $1.20 to $1.65 1, $4; oo l-a, $4.50; No. 2, $4.50; 
per qt. No. 3, $5; No. 4, $5; No. 5, $5.50; No. 


PLUMBERS’ BRASS GOODS—Manu-| _f, #ipN2.,, 88: Ne, F880: 80, | 


; facturers have made a 5 per cent ad- and subject to Genlers: Socernt of 30 
} . s ‘ per cent. These models with water 
vance on their entire line of faucets, humidifiers are $1 extra each, list. 

silleocks, traps, etc. Jobbers have not Register shields, Gem No. 1, floor 

yet marked up their prices. type, $12; No. 10 floor type, $10; No. 

Cl 2 2, wall type, $6, and No. 20, wall 

PREPARED ROOFING.—tThis item is type, $5.20. Prices are net_to dealers 
if inactive per dozen. No. 1 and No. 2 are 
1 : oxidized copper. No. 10 and No. 20 

JOBBERS’ QUOTATIONS TO RE- are black enameled. 


TAILERS, F.O.B. CLEVELAND: 








for white. 
"aspentinn. in bblis., 76%c. per | SHIELDS.—Radiator shields are mov- 
gal; awed than bot 91% ac. per gal. | ing at the present time in very good 
zinsee ral. ; 
eee eae ee ee volume, but there is not a great deal 


) Popular grades, light, $1.13 per VALVES AND FITTINGS.—A 5 per 


per gal. for colors and $2.75 to $2.80 | RADIATOR AND REGISTER| WEATHERSTRIPPING. — This item 


continues quite active. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 


3%c. per ft.; Airseal, 500-ft. spools, 
2c. per ft. 

Copper weatherstripping, Tac-lEzy, 
36 in. window sets, 90c. each; 42 in., 


ft.; 1% in., $4 per 100 ft. 


mand for these is still brisk. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 


Diamond E adjustable ventilators, 
8 x 33 in., $3 per doz.; 8 x 39 in., 
$4.80 per doz.; 11 x 33 in., $5.20 per 
doz.; 11 x 39 in., $5.60 per doz.; 11 x 
47, $6.40 per doz. 

Continental adjustable, cloth, No 
937, $4 per doz.; No. 949, $5.40 per 











+ roll; medium, $1.35 per roll; heavy, : 
i $1.58 per roll; slate surface reofing, cent price advance has been made on 
$2.50 per roll. brass valves and fittings. 


doz.; No. 1537, $5.20 per doz.; No. 
1549, $6.95 per doz. 





ee 





Boston office of HARDWARE AGE) 
BOSTON, Nov. 27.—With Thesis but wo days ahead of us, 
and Christmas approximately a month forward, it is gratifying to 
note, as shelf hardware jobbers report, that business is more active. 
Checking up on such reports, retailers, almost without exception, 
express more confidence in the future, and maintain they are buy- 
i ing more merchandise than they were a month ago. November 
jobbing sales to date, however, fall considerably under schedules 
and expectations. It is evident that New England has been slower 
in catching the drift of prosperity that other sections of the coun- 
try have the past few months. Yet, according to the circles of New 
England business, things have started, and we most likely will enjoy 
prosperity long after other sections of the country have ceased to, if 
that time comes. It has always happened so, and there is no reason 
to expect anything else. 
4 Our woolen mills have excellent orders for the first time in 
if months; our cotton mills are entering on another period of activity ; 
our shoe industry did well the past six months and has reason to be- 
lieve it will do equally as well in the first half of 1929; our tanning, 
lumber and other somewhat backward industries are coming ahead ; 
machine tool makers generally are busier than they have been since 
4 war days; machine shops are growing progressively busier; more 
a iron and steel is moving out of jobbers’ stocks than in many months; 
mill supplies are in demand; everything looks rosy except the flow 
of credits. Collections are slow, not only in the hardware, but in 
every line of business. Department stores have had Christmas 
goods on sale for more than a week. Retail hardware dealers need 
to give immediate thought to their wants, if holiday profit is to be 


aati mips 








{j taken into consideration. 
Wy . . . > a , € 
i AIR RIFLES.—Without exception, job- 10, $8. Marksman, No, 12, lots of 10, 
id . . A N kind $6.10; lots of less than 10, $6.50. 
| ers report greater interest in all kinds Crack Shot, No. 26, lots of 10, $4.60; 
i and makes of air rifles. Prices have — bo ye Bogen * ise tae ~ gn 
k : No. b, so . $3.85; lots of less 
not changed in many months. than Fe Junior, No. i. lots 
i JOBBERS’ QUOTATIONS re RE.- of 10, 3.20; ots of less than 10, 3.50. 
TAILERS, F.0.B. BOSTON 50. $50. Fiamilton, Now27, $212; No; 
' . a le é " q > " . i 
Air Rifles.—Stevens, No. “10, lots 027, $2.40; No. 43, $2.60. Daisy, single 
of 10, $10.20 each net; lots of less shot, $12 per doz. net; No. 11, 350 
than 10, $11. Favorite, No. 17, lots of shot, $16; No, 30, 500 shot, $20; No. 
10, $7; lots of less than 10, $7.50; No. 3, 1000 shot, $24. Pump gun, No. 
27, lots of 10, $7.40; lots of less than 45, $40. 
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New England Retailers Are Taking Goods 
More F reely; but Still Lag Behind 1927 


ASH SIFTS.—tThere is a steady flow 
of the many kinds of ash sifts out of 
jobbers’ stocks. Individual retail or- 


ders are quite conservative, however. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 

Ash_ Sifts.—Triumph, ire to the 
crate, in crate lots, $2.17 each crate 
net. Success, $6.50 per dozen net, 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68. Favorite, $6 per 
doz. net; Rapid, $8.40. 

Ash can Trucks.—Little Man, $30 
per doz. net; Senior, $28. Blue Rib- 
bon barrel racks, $3.75 each net. 


AUTOMOBILE ACCESSORIES.—Cur- 
rent retail orders for automobile tires 
and tubes usually are in lots of one or 
two items. Most of the trade that 
maintains a sizable tire department cov- 
ered its requirements earlier. Some im- 
provement is noted in buying of tire 
chains, but not much, however. Anti- 


freeze is selling quite well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Tires.—Mansfield line, atvaight side, 
30 x 3% in., — each; 31 x 4 in., 
$11.10; 32 x , $11.80; 33 x 4 in., 
mag 23 32 x i“ in., $15.55; 33 x 4% 

, $16.20; 34 x 4% in., $16.70: 33 x 5 
_ $21.15; 35 x 5 in., $22. 70. Discount 
5 per cent. 

Tires.—Mansfield line, balloon, 27 x 
4.40 in., $7.20 each; 29 x 4.40 in., $7.60; 
30 x 4.50 in., $8.45; 30 x 5.00 in., 
$10.20; 31 x 5.00 in., $10.65. Discount 
5 per cent. 

Tires.—Mansfield line, balloon, six 
ply, 30 x 4.50 in., $11.05 each; 30 x 
5.25 in., $13.85; 30 x 5.50 in., $15.65; 
35 x 6.00 in., $18.55. Discount 5 per 
cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40 in., $15.60 per car- 
ton; 30 x 4.50 in., $18. Discount 10 
per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75 in., $9.90 per carton; 
31 x 5.00 in., $10.50; 30 x 5.25 in., 
$11.40; 29 x 5.50 in., $12.90: 30 x 5.50 
in., $13.50; 30 x 6.00 in., $12.90; 31 x 
6.00, +313 20: 32 x 6.00 in., $13.80; 33 x 
6.50 in., $16.50. Discount 10 per cent. 
In less than carton lots, 10c. per tube 
should be added to the list. 

Prestone.—In % gal. containers, 
$3.80 per gal.; in 1 gal. containers, 
$3.60; in 1% gal. containers, $3.60 for 
crate lots. Testers, $1.50 each. 


i 


$$ 


Home Comfort weatherstripping in 
cartons and in 500-ft. reels with reel, 


$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 


WINDOW VENTILATORS.—The de- 

































































“Quality leaves 
its imprint” 
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METTLE not METAL 








The Real Gold of a Trademark 








R-W 


**Slidetite’’ 
Garage Door Hardware 
Vanishing Door Hangers 
Barn Door Hardware 
‘*Tdeal’’ 
Elevator Door Hardware 
Partition Door Hardware 
Industrial and Milltype 
Door and Hardware 
OveR-Way 
Conveying Equipment 
Automatic Fire Doors 
and Fire Door Hardware 
AiR-Way Multifold 
Window Hardware 
Mounted Grindstones 
Door Closers and Checks 
Woodworking and Man- 
ual Training Benches 


Rapid Action 
Woodworking Vises 


Symbolizes Quality and Service 


A Richards-Wilcox trademark fashioned of gold would, 
if appraised by a goldsmith, be worth only the market 
price of the metal. As a symbol of R-W service and 
quality an R-W trademark has a value to the user of 
R-W products not restricted to dollars and cents. 


For 45 years the Richards-Wilcox trademark has rep- 
resented the highest quality of workmanship, the finest 
materials, and the most economical and satisfactory 
method of handling doors. 


This trademark stands for the solution of every doorway 
problem—house, elevator, barn, industrial, fire and garage. 
Every door equipped with R-W hangers slides right. 
Joined to good products is good service—alert, practical, 
helpful. There’s an R-W branch near you—or write our 
Engineering Department for all the co-operation you need 
to make doorways serve as doorways will when properly 
equipped. This service—symbolized by the trademark 








—is without cost or obligation. 








AURORA, ILLINOIS, U.S. A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montresl - RICHARDS-WILCOX CANADIAN CO.,LTD., LONDON, ONT. + Winnipeg 
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BOATS.—Buying of boats for the holi- 
day trade is in progress. The season 
has been backward in starting, but job- 
bers are confident 1928 sales will com- 
pare favorably with those of 1927. 


JOBBERS’ QUOTATIONS To RE- 
TAILERS, F.O.B. BOSTON 
Boats.—Toy sail, $8 to $52. per doz. 
net; motor, $48 to $80 per doz. net. 
Boat builders, No. 1BB, $2.34 each 
net; No. 2BB, $3.34. 
BOYCYCLES.—Although business is 
by no means brisk, more activity is 
noted in bookings for delivery early 
next month. 


JOBBERS’ py ep thea Ria RE- 
TAILERS, F.0.B. BOSTO 

Boycycles.—-Columbia eee “No. 411, 
$8 each net; No. 422, $10; No. 433, 


* 2.50 
832, 


825, 


; No 


each 
$17.31; 


Parkcycles.—No. 
net; No, 835, $14.88 
No. 950, $17. 

COCOA MATS.—This is the time of 
year when cocoa mats should sell well. 
With the first real snowstorm there is 
certain to be public buying and retailers 
should look to their supplies. 


FRAMES.—During the next two or 
three weeks casserole mounting should 
be in demand. Anticipating such a con- 





dition, some retailers are covering their 
requirements. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 


Frames.—Casserole, No. 1804, $20 
Ro. doz. net; No. 1806, $20; nickel, 
o. 849, $1 each net; No. 850, $1. 25; 
ND $34, $2.6 


ha 4 No. 850%, $1. 

2, $2.26; No. 833, $2. 60; 

Frames. — Miscellaneous, nickel 

serving tray, No. $8 per doz. 

net; meat or fish platter, No. 891, 
$3 each net. 


LAMPS.—Jobbers’ salesmen also are 
securing results in pushing electric 
lamps for the holiday trade. Orders to 
date, however, are well behind those of 
last year. 


JOBBERS’ QUOTATIONS hans RE.- 
TAILERS, F.0.B. BOSTON 
Lamps.—Electric, portz ble, in lots 
of less than 12 lamps, brushed brass, 
No. 20001, $1.33 each net; bronze, No. 
2002, $1.33; all styles of decorative 
base, $2. Assortment, No. 1929, one 
each of seven styles of lamps, $13.33 
per assortment, net. 
LANTERNS.—Many retailers realize 
that an electric lantern makes a suitable 
holiday gift, and are preparing to stock 
up within the next few days. Some 
business already has been booked by 
jobbers. 





JOBBERS’ OT er TO RE. 
TAILERS, F.0.B. BOSTON 


Lanterns. hana ng No. 10, two- 
cell, red. $1.65 each net; extra lenses, 
lic. each, net. 


PARIS GREEN.—New prices on Paris 
green for 1929 have been issued by 
manufacturers and jobbers alike. They 
are slightly higher than have prevailed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. BOSTON 
Paris Green.—In one pound pa- 
pers, 35c. per pound, net; in \%-ib. 
papers, 40c. 
SHEARS.—Jobbers are enjoying a live- 
ly sale of a new style stainless stee) 
blade kitchen shear. 
JOBBERS’ TA on ‘a RE.- 
TAILERS, F.O.B. BOST 
Shears. — Kitchen, ae ss steel 
blades, No. 750, $8 per doz., net. 
STOVE BOARDS.—Filling in orders as 
well as numerous repeats for stove 
boards during the past week are noted. 
The average retail stock is reported 
as small. 
JOBBERS’ QUOTATIONS ‘TO RE- 
TAILERS, F.0.B. BOSTO 
Stove Board.—Paper ae No. 9 
square, 28 x 28 in., $9.88 per doz net 
30 x 30 in., $11.60; 32 x 32 in., $13.75. 
Wood lined, No. 3 square, 28 x 28 in., 
eos 30 x 30 in., $21.50; 33 x 33 in., 


Price Maintenance Report Expected to Be Submitted 
to Congress in December 


(Washington Bureau of HARDWARP AGE) 


Announcement has been made by the | 


Federal Trade Commission that every 
effort is being directed toward com- 
pletion of its draft on resale price main- 
tenance. Tabulation of the data ob- 


tained from questionnaires is .progress- | 


ing rapidly and the Commission expects 
to have the report ready to submit to 
Congress at the beginning of the ses- 
sion which convenes in December. 
Proponents of the Kelly-Capper price 
standardization bill, which will be rein- 
troduced as soon as Congress meets, 


are hopeful of its passage at the forth- | 


coming session. It is evident that, de- 
spite exhaustive hearings held on the 
subject and the campaign of its sup- 
porters to explain its purpose, there are 
some who cling to the belief that it is a 
price fixing measure, rather than a 
measure of stabilization, and one which 
is intended to prevent price cutting and 
unfair methods of competition as ap- 
plied to trade marked, nationally adver- 
tised standard goods. It is true, how- 
ever, that progress has been made in 
the direction of conveying the idea that 
the legislation would be beneficial to 
producer, seller and consumer alike. 
Supporters of the bill express this view. 
Furthermore, they are of the opinion 
that the Commission’s report will be 
favorable to the proposed legislation 
and that, should that prove to be the 
case, it will be a helpful influence 
toward enactment of the measure into 
law. They also point to the fact that 





the bill was reported favorably to the 
House Committee on Interstate and 
Foreign Commerce by a subcommittee 
at the last session and think that had 
there been time to report it to the 
House it would have passed that body. 
As it was the report of the subcom- 
mittee was made only a short time be- 
fore Congress adjourned and when both 
the House and Senate had crowded cal- 
endars. / 

The House committee will not hold 
any more hearings on the measure, but 


| it has not been decided whether hearings 


will be held before the Senate Commit- 
tee on Interstate Commerce. The bill 
on the Senate side is in charge of Sen- 
ator Capper of Kansas. Proponents of 
the measure are especially desirous of 
getting action at the next session be- 
cause it will be made up of the old Con- 
gress, which has been given a good 
chance to study it, while the attitude of 
the Congress which comes into power 
on March 4 cannot be known. 


* * * 


The Commission also has prepared a 
plan of conduct of its inquiry into chain 
stores. This investigation, it will be 
recalled, was ordered by a Senate reso- 
lution of which Senator Brookhart of 
Iowa was the author. Commission 
agents are interviewing officials of 
chain store organizations. A general 
questionnaire is being formulated ap- 
plicable to the various classes of con- 
-cerns interested. A study will be made 





of competitive conditions and consolida- 
tions to determine if there have been 
any violations of the anti-trust laws or 
of the Federal Trade Commission act. 
The inquiry will be exhaustive in char- 
acter and it has been indicated it will 
require perhaps a year before it is com- 
pleted and the report ready for pres- 
entation to the Senate. 


*” * * 


The disadvantage of placing too much 
emphasis on stock cutting in order to 
get increased turnover without refer- 
ence to the record of individual items is 
pointed out in a pamphlet of the Bureau 
of Foreign and Domestic Commerce, De- 
partment of Commerce, “Retail Profits 
Through Stock Control,” the third of its 
distribution cost studies, now available 
for free distribution. Not only do in- 
creased operating costs result from 
items reported “short,” it is declared, 
with added costs due to telegrams, par- 
cel post and express charges, which 
often wipe out the entire profit on a 
particular transaction, but prestige and 
good will are lost by inability to fill 
orders for staple merchandise on short 
notice. It is further declared that not 
only the retailer suffers, but also the 
manufacturer by receiving an unwar- 
ranted number of small and unprofita- 
ble orders. The installation of an item- 
ized stock control system, it is declared, 
resulted in one case in a decrease with- 
in three years of 50 per cent in the 
number of “shorts” reported. 


Reading matter continued on page 72 
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View the cross-cut saw business from any 
angle you may please, the dominant factor 
which appeals to any dealer is the question 
of quality and profit. When inferior saws 
are sold the reaction usually is detrimental 
to the merchant who strives to keep his 
store in the minds of his customers as high- 
grade and dependable. As a business asset 
with the prospect of quicker sales and more 
profit to you the SIMONDS CRESCENT- 
GROUND CROSS-CUT SAW offers 
more possibilities than any other cross-cut 
saw on the market. The quality is assured 
by the thousands of satisfied users. It is 
backed by the most modern methods of 
manufacture and the finest grade saw steel 
made in SIMONDS own steel mill, is the 
foundation from which every SIMONDS 
CRESCENT-GROUND CROSS-CUT 
SAW is made. You make no mistake when 
you sell SIMONDS SAWS. 


Ask your jobber about them. 
He can supply you. 


Simonds Saw and Steel Company 


Established 1832 
Hardware Department Fitchburg, Mass. 





CRESCENT-GROUND 


CROSS-CUT SAWS 
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W & B dealers who made the most 
money last year tell us that they 
were ready when the demand was 
heavy. 

They placed orders with us in ad- 
vance, marked “hold for shipping 
date.” 

This plan will be of advantage to 
you. It insures that we can set 
aside the complete order until you 
want it. This is not a plea for im- 
mediate business—rather a sugges- 
tion to help us to help you. 


W & B Lawn Mowers 


Have 12 superior points for c!erks’ sales talks 


Made in 15 models from which to choose. 

W & B's practically sell themselves and stay 
sold. 

Handsomely painted, make. attractive displays 
Reputation for quality. 

Backed by the manufacturer to be mechanicall, 
right. 

A good margin of profit to dealers. 


Ask Your Jobber 
Eastern Distributors Pacific Coast Distributors 


Putnam & Co., New York B. Hayman & Co., Los 
Barnum & Stone, Boston Angeles, Calif. 


R. Herschel Manufacturing Co. 


Peoria Illinois 



















15 Styles From Which 
to Choose 










Adequate Display Brings Profit 
from Toyland 
(Continued from page 29) 


sand pails, toy brooms, toy gardening sets, blocks and 
card games. Hardware is almost forgotten while every- 


| one sells holiday goods. 


Paint Department Is a Maze of Wheel Goods 


The paint department, which boasts an all year round 
business, is heaped with wheel goods. The counters are 


| covered with wheel goods, and on the floors and against 
| the walls are wagons, dozens of them, little and big ones, 


wooden ones and steel ones, some are coaster brake and 


| some have aristocratic rubber tires and disc wheels. 


Sleds are piled high, almost to the ceiling, for it is 
traditional to hope for a white Christmas, and we of the 
Middle and Central West know that we will have six 
or eight weeks of winter and, of course, there is always 
a promise of sleighing and skating weather. 

Does this store sell skates? Yes, indeed, the steel 


_ and nickel plated ones that every school child is familiar 


with, and the kind that come on shoes to fit the feet, 
built with long, slender runners for expert and fancy 
skating. These are in the sporting goods department, 


| and here you will find another hollow square and tables 


with shallow bin tops filled with footballs, basketballs 
and soccer balls. One man is kept constantly busy blow- 
ing up the bladders, for unless the customer wants the 
ball sent out of town she usually prefers it all inflated, 
ready for use. Sometimes the parents will want the 
balls deflated if they are going to hide them away in 
crowded quarters from youthful, prying eyes. 

Neatly boxed and stacked under the counter are hun- 
dreds of balls ready to be passed across the counter in 
a minimum of time. A cashier placed in a booth inside 
the square speeds up service. This pleases the customer, 
for everyone is in a rush at the holiday time. 


Dolls for the Girls—Autos. for the Boys 


A little further back and right by the elevator we find 
the dolls ; fine lady dolls, with beautiful hats and dresses ; 
baby dolls, “culled” dolls, boy dolls and girl dolls, bunny 
dolls, crying dolls and talking dolls, rag dolls and dolls 
with flowing curls and lovely dresses. 

All the doll furniture, chairs, beds, tables, desks, beau- 


| tiful cedar chests, carriages, dressing tables, chairs and 


| 





carts will be found right across the aisle from the dolls, 
the arrangement forming a complete: doll department. 
It becomes a wilderness of joy for the little girls. Placed 
as it is near the elevator this display attracts the atten- 
tion and wins the admiration of everyone who enters 
the store. 

Just beyond the elevator is the automobile display and 
there is always a small boy or a small girl seated in one 
of these handsome little cars, teasing Mother or Dad. 
Please, Mother, please Daddy, this is just what I want,” 
and the wise parents will not let their youngsters get too 
near these lovely autos unless they feel that they are 
able to gratify the child’s wishes and buy one. 

Santa Claus himself, in gay red fur-trimmed suit, long 
boots and flowing, white hair and beard is on hand every 
Saturday until the last week before the holidays, when 
he comes every day and stays all day. Children who 
still believe in Santa Claus must feel rather bewildered at 
Christmas time, because in Kansas City every popular 
toy store or toy department has its good old Saint Nick. 
The children clamor to see him and the parents take 
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the children to the stores who advertise the presence of 
Santa Claus. He has an enormous following so it brings 
business to have him. Some stores distribute hard 
candies and balloons to the youngsters. This job be- 
longs to Santa Claus and he keeps his pockets filled and 
empties them many, many times as he shakes hands 
with his little guests. 
Preparation 


For weeks prior to the fall opening of toy depart- 
ments these big Kansas City hardware stores have been | 
making preparations for extensive trade. A ‘Coaster 
Wagon In Every Home” could be a fitting slogan and 
we wonder if that is not the toy buyer’s idea when we 
hear he has ordered two car loads of wagons. 

These wagons come knocked down, so extra help is 


put on in the stock rooms and the pounding and fitting | 


and adjusting goes on apace for weeks ahead assembling 
toys, doll furniture, tricycles, velocipedes and wagons. 
Hundreds of them are put together ready to be carried 
down to the lower floors at a moments notice. Some 
are left knocked down to be shipped out of town. 

Price tickets by the thousands are prepared and at- 
tached to each separate piece of merchandise so that the 
green clerks and there are always green salespeople in 
the rush season, may tell the price immediately and also 


Hold Orders 


Many customers want goods put away to be delivered 
at the last possible moment, especially if it is a bulky 
item, 

A small deposit will hold a purchase for Christmas 
delivery. Nothing could be more disappointing to the 
parents and the children than to go back just a few days 
too late and find the stock picked over and the toys one 
had set his heart upon—gone. — 

Every precaution must be taken so that the youngs- 
ters may not suspect what good old St. Nick has in 
store for them and often the big trucks will be out until 
the wee sma’ hours making these late deliveries. 

But holding merchandise for Christmas delivery is a 
part of the service wide awake stores give and they find 
it builds and holds business. 


Christmas Comes But Once a Year 
(Continued from page 33) 
missing. 


in the artistic Backgrounds are frequently 


the chances of errors are to a certain extent eliminated. | 


While it is true that all merchandise cannot be displayed | 
in the proper atmosphere and surroundings, the back- | 


ground should never dominate the display although it 


should always lend attractiveness to the goods featured 


in the display. 

At Christmas time the display man should strive to 
have something unusual—out of the ordinary—as this 
creates attention and naturally improves the sales of the 
merchandise shown, and, in short, links a closer rela- 
tionship between the show windows and the cash register. 


“Use Price Tickets and Show Cards” 


The object of price tickets and show cards is sales- 
manship. This is the final criterion by which they may 
be judged good or bad. It is to the window what sales- 
men are to the interior of the store. 

Now, for the benefit of display men and readers of 






American Steel & Wire 





Company 






































When your customers de- 
mand the best in barb wire 
at the lowest cost you will 
find that American Steel 
€ Wire Company brands 
successfully meet their re- 
quirements. 

Great tensile strength, 
extra heavy galvanizing, 
regularity of twist and 
firmness of barbs, are out- 
standing features of the 
following brands: 


Baker Perfect 
Waukegan 
Ellwood Glidden 
Ellwood Junior 
American Special 
American Glidden 
Lyman Four Point 











Write for catalogue and prices 

















American Steel & Wire Company 


Sales Offices: Chicago, New York, Boston, Atlanta, Birmingham, Cleveland, 
Worcester, Philadelphia, Pittsburgh, Buffalo, Detroit, Cincinnati, Baltimore, 
Wilkes-Barre, St. Louis, Kansas City, Minneapolis-St. Paul, Oklahoma City, 
Memphis, Dallas, Denver, Salt Lake City. 
*San Francisco, *Los Angeles, *Portland, *Seattle. 
*United States Steel Products Company. 
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Why don’t you put 
a real hair cut 
on your lawn? 


Put that question to the cus- 
tomer when you sell him a 
lawn mower. 


Ask him what he would 
think of a barber who gave 
him a hair cut without trim- 
ming his hair around the 
edges. He'll see the point. 
Then say to him— 





You need more 
than a Lawn Mower! 


A lawn mower to do the cutting and an Im- 
perial Lawn Edge Trimmer to trim close up to 
the edge of a walk where a lawn mower doesn’t 
cut. 

Tell him how easily Imperial Lawn Edge Trim- 
mer will trim an 80 ft. lawn in 20 minutes. Tell 
him how little it costs and the sale is made. 


Imperial 
Lawn Edge Trimmer 
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Patented 


Imperial Bit & Snap Co. 


Racine, Wisconsin, U.S. A. 
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HarpwareE AGE, there is reproduced, at the begin- 
ning of this article, a display that worked out very ad- 
vantageously for me last year. Displaying Santa Claus 
and his reindeers is always good and attracts the atten- 
tion of the children. I tried a new and novel setting. In 
addition to attracting the kiddies, young and old alike 
enjoyed this unusual spectacle. It was a direct tie-up 
with the post-office as to Christmas mailing, using as 
a show card their slogan “Buy now and mail now.” 
The center attraction was a “Mail man” stimulating 
pleasant anticipations of gifts to come. With a wintry 
scene as a background and a mail box and the laden mail 
man in the foreground this window made a real hit, 
securing publicity in the local papers and even a com- 
mendation from the postal authorities. 

The other window, reproduced above, worked out 
equally as well. It was designed to catch the eye of 
the fellow who loves to hunt and go fishing. It afforded 
a wonderful opportunity to display such things as 
pocket cutlery, shaving and smoking sets, hunting 
clothing, sheath knives, rods and reels, rifles and shot- 
guns, etc. 

Number three is a room setting with its cheery fire- 
place and French doors. Showing through its panes are 
snow-covered trees, all of which is emblematic of the 
Christmas season. This, of course, is a nice way to dis- 
play such merchandise as is therein shown: Dinner sets, 
silverware, carving sets, percolators, candlesticks, etc. 


“Christmas Decorations” 


Bright color schemes should contain the colors that 
convey the Christmas spirit—red, green and white pre- 
dominating, with snow effects being worked out in 
cotton, sprinkled with mica. In cities where this method 
is forbidden, due to fire hazards, white bunting or cheese- 
cloth, laid on white crepe paper, produces the same 
effect. 

Firms that deal in window decorations offer a wide 
selection of wreaths and other artificial foliage to add 
cheer and Christmas spirit to the window. A well-filled 
window with plenty of seasonable merchandise, enhanced 
by decorations that convey the Christmas spirit, will help 
turn the Yuletide buying into a good profit-making 
season, thus making the cash register ring out the gospel 
of good window displays—make the passers buy. 


“Advertising to Spread the News” 


People read store advertisements very carefully dur- 
ing the Christmas season. They rely on them both for 
suggestions of what to give and where to get it. It will 
pay you to keep on stressing in your advertising the 
news that your store has a large gift stock. 

Our advertisement is shown here. Each of the items 
listed was accurately described and priced and a sketch 
of it was shown. The special value of each article was 
stressed. 

It is a good plan to follow the ideas of some of the 
larger stores in your holiday advertising. Use your 
general advertising in the early shopping season. Then, 
as the season advances, show sketches of specific articles; 
give detailed descriptions of them, with their prices. If 
you are offering special value, give them both the former 
price and the present one. Purses are slimmer the last 
few days and a reduced article has an added attraction. 
Plan to have several good Christmas numbers as leaders 
in your advertising. 
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The Difficulty of the Simple 


(Continued from page 55) 


the favorites of those who had cleaned up in Wall 
Street. 

Then, how the well-dressed woman does love to lord 
it over some of her sisters! Did you ever study the 
expression of a woman leaving the grill when her escort 
stands and helps her on with her sable or ermine wrap? 
It is observing these things that makes life more inter- 
esting. Possibly if I were an artist I could paint some 
of these expressions, catch the attitude and the spirit of 


the scene. 
* * * 


I have read almost every line about the sinking of the 
Vestris. To me this tragedy has been one of the most 
striking and dramatic things that has happened in years. 

You know, as I have written before, even drama is 
governed by certain rules. The modern drama is divided 
into three acts. In the first act the background and the 
situation are worked out. First acts are usually rather 
tiresome. In the second act the plot is unfolded. Op- 
positions develop. Vice and virtue are at war. The good 
is embattled with the bad. In every correctly written 
play, at the end of the second act, the audience is left 
wondering what will happen. In other words, the second 
act should leave you in suspense. Then, in the third 
act, we have the denouement. In the good, old-fashioned 
plays the villain is defeated, the good are triumphant and 
the hero and the heroine are married and live happily 
ever after. 

With some of the modern writers, however, like Ibsen, 
the inevitable course of events, following the law of life, 
works out regardless of all sentimentalities. Do you re- 
member “Ghosts”? Shakespeare wrote both kinds of 
plays. Some of his plays end happily, while others, like 
Hamlet and Macbeth, work directly to their tragic 
conclusion. 

As I think of the Vestris tragedy it seems to me it 
is just as dramatic as a well-written play. Let us divide 
this tragedy into three acts: 

First, we have the sailing ship. Everything is just 
about normal. Then there is the storm. There is a slight 
list. We have the background and the picture of this 
ship plunging southward in the face of the gale. This 
is Saturday, and it is Act One. 

Then the winds whistle on that stormy Sunday. The 
ship lists still more. The storm increases. Officers, crew 
and passengers are uneasy. The ship is leaking in several 
places. Water is running into the coal bunkers. Sunday 
night there is uneasiness. Everyone is full of expecta- 
tion as to what will happen on Monday. It is the end 
of the Second Act—SUSPENSE—and no one knows 
just what will happen. 

Then, at 4 A. M. Monday morning, the first officer, 
Johnson, tells Captain Carey that the situation looks 
serious. The bulkhead between the coal bin and the 
engine room has caved in. The engine room is filling 
with water. We are now entering upon the denouement. 

Now, see how swiftly are worked out all the con- 
flicting emotions that are in play. Captain Carey, no 
doubt, was a good man and very loyal to his company. 
No doubt the question in his mind was whether it was 
wise to send out an S. O. S. calling for help. No doubt 
if Captain Carey read Conrad’s sea stories he remem- 
bered the dramatic tale of the Captain who abandoned 
his ship, but afterward his ship did not go down. A good 
Sailor never gives up his ship, except as a last resort. 
As he walked the bridge, Captain Carey no doubt figured 
on the weather. It might moderate. They might be 
able to get control of the water and shift the coal. He 
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QUALITY ir2~ 


BOTTLE 
CAPS 


Theres a difference-~ 


TWO SIZES 
ONE GROSS—1-3 GROSS 


Pyramid Bottle Caps—for discrim- 
inating buyers. The leader in the 
quality market. The only cap made 
with the Famous “‘Nepro” Cork Disc 
—the patented cushion seak It is 
absolutely sterile and sanitary, made 
and packaged by automatic machin- 
ery, never touched by hand. 


Packed only in sealed packages (one 
gross and 1/3 gross) not sold in bulk. 
These popular packages, in exclusive 
—_ and brilliant colors, sell on 
sight. 





Quality in bottle caps is in two factors that 
cannot be seen, but are mighty important. 


The two big important factors are— 


SEALING and SANITATION 


A dependable seal depends on the cork disc—a 
disc that remains soft and pliable and does not 


harden with age and exposure. 


not seal. 


Hard cork will 


Most beverages have some chemical reaction 
and will take up germs from unclean caps. 


Bottle caps made by this company have the two 
vital qualities built into them at the factory— 
the original and largest plant in the world. 


A sample package of either brand will be mailed 
upon receipt of 10 cents in stamps to cover cost 


of mailing. 

















* TWO SIZES 
ONE GROSS—1-3 GROSS 


“Home Use” Brand is the leader in 
the low priced field, the best cap 
made for the money. 

Packed in attractive sealed cartons 
—clean and sanitary. | 


Home Use Bottle Caps are supplied 
in sealed packages containing one 
gross and 1/3 gross, also in bulk 
packages containing 50, 100 and 200 
gross each. 


CROWN CORK & SEAL CO. 


The World’s Largest Bottle Cap Maker 
Baltimore, Maryland 


SEND SAMPLE PACKAGE 


HOME USE) PYRAMID © 
Enclosed find 10c for each sample checked 
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DIAMON D“E” 










All Metat —z 
CLOTH WINDOW VENTILATOR 


This is the age of metal. Get in line by 
pushing the best made adjustable cloth 
window ventilator with the all 
metal frame—the Diamond 

“E.” 11 popular 
sizes, retail at 
45c. to $1.05. 















Thousands of families will buy 

CHRISTMAS TREE HOLDERS 
This Year 

It’s mechanically 

perfect. 

If your jobber can- 


Their good will 
and your profit is 
assured when you 


soll the not supply you write 
ANDERSON direct to the manu- 
Jacturer. 





SAFETY STAND 


Cc. F. ANDERSON & CO. 
3225-3231 Calumet Ave. Chicago 














When Your Customers Ask for a File Sell Them the 


SWEDISH CIRCULAR CUT FILE. 





Made in Sweden—and fully guaranteed. 


Craftsmen all over the world have been using these files for 


generations. 
They are reliable, have endurance, uniformity of temper and 


hold their sharpness. 
Bastard Flexible Blades 


Smooth Tanged 
Circular Cut Half-Round 
We Carry a Full Line of Swedish Made Tools and 
Hardware. 

Order from your jobber today, or write 
SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. Seattle, Wash. Montreal, Can. 








The 


= VOCs > 


STAINLESS 
MINCER 


Guaranteed _ stainless 
blade, beautifully fin- 
ished, perfectly 
sharpened, acid-resist- 
ing white enamel han- 
dle. Get prices from 
Sales Representatives: 


John H. Graham 

& Company, Inc. 

113 Chambers St. 
New York City 








New Haven, Conn. 


























was expecting his sister ship, the Voltaire, but here fate 
took a hand. The Voltaire, approaching rapidly from the 
south, broke her propeller. 

The most interesting evidence in this case was that of 
Adams, the chief engineer. He spent most of his time 
in the engine room, He watched the rising water. He 
watched the shifting coal. He listened to the running 
water under the coal. Then he went up to the Captain 
and told him that if they would shut off one of the 
boilers and only keep steam in the other two boilers that 
were running the pumps he believed that he could keep 
her afloat. These were the only words exchanged be- 
tween Adams and Carey on the bridge, but a hundred 
human lives depended upon Adams’ judgment. Then the 
pumps could not hold the water. The ship listed still 
more, and Adams and Johnson told Carey the game 
was up. 

Stop and think of all this just from the point of view 
of the dramatic! What a story Conrad could have writ- 
ten of the loss of the Vestris. 

This is Monday, the third day and the Third Act— 
the finish of the tragedy. Carey, refusing a life pre- 
server, stands on the bridge, and, true to the traditions 
of the sea, goes down with his ship. Hear the horrors 
of some of the survivors clinging to wreckage and sub- 
merged boats! Nothing that I have read in fiction could 
be more dramatic than the individual experiences of some 
of the passengers on this ship. 

Then, back of it all, is the mystery that will probably 
never be cleared up. Were the coal doors shut or not? 
Johnson, the chief officer, told a ship’s carpenter to 
close and bolt this door. He supposed that it had been 
done, but, according to his evidence, he did not know. 
This open door may have admitted the ocean into the 
coal bin, and the tons of waterlogged coal shifted, and 
so the ship listed. All of this in a half hurricane. The 
Vestris went down where the ocean is about two miles 
deep. Probably the mystery as to whether this small 
door to the coal bunkers was ever locked and fastened 
will never be known, and possibly, too, this tragedy of 
the seas hangs simply upon the forgetfulness of a ship's 
carpenter in overlooking one of his ordinary and com- 
monplace duties. 


The Vestris has dramatically gone to her grave in the 
bottom of the Atlantic. In thinking about this tragedy, 
my mind travels to all the other ships navigating every 
part of the world. On all of these ships the lives of the 
passengers depend upon simple efficiency—the close and 
careful attention to normal and everyday duties. The 
fact that these tragedies of the sea are so few and far 
between speaks volumes for the faithfulness of the men 
who go down to the sea in ships. 

But when everything, either on ships or in business, 
runs smoothly, and when nothing happens, when there 
are no tragedies, how prone we are to forget to give 
credit to those who are, day by day, doing their duty 
painstakingly and thoroughly. In a word, doing their 
little tasks the very best they know how. The world is 
just full of such people, and faithfulness is so common, 
it is hardly recognized. Such people, to my mind, are 
the heroes and heroines of this world. 
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Deliveries Play Important Part in 
Christmas Selling 


(Continued from page 53) 
trucks are loaded and leave the store between 8 and 9 

) the morning; again between 10 and 11. The third | 
trip starts at 2 in the afternoon and the last loading is | 
done between 4 and 4.30. But during the delivery rush 
immediately preceding x Christmas day, our trucks do not | 
run on schedule.” 

Continuing his remarks on the loading of trucks, 
Mr. Proctor writes: “From the 10th of December until | 
Christmas we have found it advantageous to load our 
trucks in the evening after the drivers come in from 
their last trip. This gives the drivers an opportunity 
to get an early start in the morning and allows them to | 
finish during daylight hours.” 

While this last point, regarding finishing trips in day- 
light hours seems insignificant, it "has been “found to have 
climinated the waste of time spent in looking for house 
numbers in the dark and saves the customers from being | 
annoyed in the evening with late deliveries. 


Orders Caps, Gets Cops Who 
Capture Her Beer 


NE Dallas woman recently had a grievance far an: 
above the usual wrong telephone number com 
plaints. 

Calling her hardware dealer’s number she asked briskly 
for a pound of bottle caps. By mistake, she had been 
connected with the police station. Four hundred and 
fifty pounds of cops were delivered instead in the per 
sons of Officers Dean Goss and Charles Burrus. The 
woman’s beer was destroyed and she was fined $25. 


Red Devil Glass Cutters 
The Landon P. Smith, Inc., Irvington, N. J., has — 
its standard No. 263 circular glass cutter. The axles carrying | 
the wheel are hardened and tempered in order to prevent the | 
wheel from wabbling. It cuts circles from 2 to 24 in. The hase | 


has been reduced in size, and the kncb on the end of the cutter | 
for the fingers over the wheel now revolves instead of being sta- 
tionary. The wheel can be removed by simply pressing the | 


spring wheel axle out with the thumb and setting in a new wheel. | 
The company is also manufacturing the No. 264 cutter, which 


six wheels mounted on a turret, thereby insuring a sharp 
io at all times with a half turn of a screw driver. An extra 


disk mounted with six new wheels and keeper can be supplied if 
desired. This tool cuts circles from 2 to 24 in. 





Now is the time 
to display Holiday 
Cutlery Gift Items 


J. A. HENCKELS 


TWIN WORKS 
SOLINGEN, GERMANY 


World Famous for 


Fine Cutlery since 1731 


J. A. HENCKELS, Ine. 
NEW YORK 





Two 
Snappy 
New 
items 
for 


Kiddies 
No. 88 
PUSHER 


No. 89 
PUSHER 


Just 
Like 








Daddy 
| Uses 
EVERY HARDWARE AND TOY DEALER WILL 


HAVE CALLS FOR THESE TWO 
SNAPPY NEW ITEMS 


No. 88 (Red) Pusher for kiddies 
No. 89 (Black) Pusher for bigger Boys and Girls 





SEND FOR SAMPLES TODAY 


RUGG MFG. CO. 
Greenfieid, Mass. 


one a A ee Se Sere Som Se 
Suew Scoops and Snow Pushers. 
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wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 
Sherardized,orhot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 


and specialties. 


Millions of product 
—aone standard for 
accuracy ana quality. 
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ard of quality and 
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New Y 45 Warren St 
Daleage 665 'W. Randolph St. 


Berten, 70 Baterymand 
San Francisce, 703 Market St. 
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